— Ce OO e”lC CO lCSS— Clr 


SS a 


CHICAGO 


PUBLISHED 
WEEKLY at 537 
S. DEARBORN ST. 
HAR. 7504 


te” » er ak ON 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932 at the postofice at Chicago, Ill., under the act of March 3, 1879. 


DEC 10 i224 
DETROIT 


30 WEST 
FORTY- 

SECOND _ ST. 

BR. 9-6432 


Vol. 5, No. 49 


DECEMBER 8, 1934 


5 Cents a Copy, $1 a Year 


Rough Proofs 


A campaign for wool is in prospect, 
hut Rough Proofs’ consumer scouts 
report that women won’t worry about 
wool as long as they can get silk—or 
maybe it’s rayon. 

v v v 

Hart Schaffner & Marx have shown 
yy store tests that a lot of woolen 
suits contain cotton. Looks as if “all 
vool and a yard wide” is an obsolete 
yhrase in the textile industry. 


vgy¥$iey’ 


The C & O presents “Chessie” with 
two brand-new kittens. So it was 
that kind of a cat. 


vgy¥ iy?’ 


The Bride’s House of House Beau- 
liful in New York will start its sec- 
ond season next spring with a fully 
equipped kitchen. It’s usually in the 
second year that brides discover that 
their husbands are still interested in 
food. 

,. Ff F 


It is generally agreed by matri- 
monial experts that the honeymoon 
is over when the husband begins to 
take more interest in the kitchen 
than any other room in the house. 


+ * % 


Repeal has been in effect for a year, 
and has been a big aid to business 
recovery, it is agreed by all publish- 
ers who carry beer, wine and liquor 
advertising. 

Ne ha “ +N 


Dizzy Dean, the pride of St. Louis 
and the sorrow of Detroit, will re- 
ceive $15,000 next year from an un- 
named advertising sponsor. Diz may 
not know anything about the product 
at the moment, but he’s an earnest 
worker and will give the advertiser 
his money’s worth. 

— 2 v 


Mr. Dean, whose salary for 1935 
will be increased by the Cardinals a 
mere 200 per cent, is a shining ex- 
ample of the truth of the ancient 
philosophy, “‘Work like hell and ad- 
vertise.” 

vvyY 


You will be pleased to learn that 
the Zephyr wasn’t seriously injured 
when hit by that farmer’s truck. But 
the farm boys will have to learn 
when meeting the nation’s chief 
'ransportation system not to play so 
rough. 

ee 


Railway Age has just published an 
issue containing 267 pages of adver- 
ising. The capital or durable goods 
industries —take your choice — may 
lot be as bad off as they seemed. 
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Camel cigarettes, ADVERTISING AGE 
teports, sell for 90 cents a package in 
ltaly. The consumer over there evi- 
dently needs a lift to get a Camel. 


7 * ¥ 


General Mills is thinking of offer- 
ing heroic members of the constabu- 
lary for admiration and emulation of 
youthful consumers of Wheaties. 
Who said the policeman’s lot is not a 
lappy one? 

> FF | 

funk & Wagnalls have just dis- 

dosed of the Homiletic Review. Quick 

low—no peeking in F & W’s Stand- 

ard Dictionary —just what do you 

‘think homiletic means? 
vv? 


When the Poor Riehard Club 


honors Will «Rogers at “its annual 
Darty January 17, it might suggest 
‘o the sage of Claremont that no- 
vody has yet executed a scenario of 
Benjamin Franklin. 


CHANGES IN LAWS 
ACT AS BRAKE ON 
WET GOODS COPY 


More Vigorous Promotion Is 
Forecast for 1935 


A comprehensive review 
of the merchandising and 
advertising of alcoholic 
beverages during the past 
year begins on Page 16 of 
this issue. 


New York, Dec. 6.—While at the 
end of the first year of repeal, alco- 
holic beverage advertisers and their 
agents are practically unanimous in 
predicting a gradual, steady increase 
in volume in their classifications, 
ADVERTISING AGE is informed by re- 
liable sources that no good idea of 
the potential volume from this field 
can be formed until the Federal Al- 
cohol Control Administration and 
state boards settle on permanent 
policies of advertising regulation. 
And yet many feel that the state 
sand, federal governments, anxious to 
promote the welfare of the wet goods 
industries for financial reasons of 
their own, are less to blame for the 
paralyzing uncertainty than the dis- 
tillers, vintners and brewers them- 
selves, who not only oppose regu- 
lations offered by the FACA but are 
prevented by diverse opinions from 
uniting to submit suggestions of 
their own. 

Of the three trade divisions, the 
distillers are farthest from agree- 
ment among themselves. While they 
present many shades of opinion, they 
may be grouped in two influential 
camps, one favoring drastic adver- 
tising regulations and advance cen- 
sorship of copy by the FACA, and 
the other holding firm for full lib- 
erty, or something as near to that as 
possible. 

Favor Regulation 


It seems that the group favoring 
drastic regulation is the strongest, 
as it includes a number of the 
larger companies. Heads of these 
firms admit the prospect of outside 
dictation on advertising policies is 
not altogether pleasing to contem- 
plate, but say there is less danger 
in accepting this handicap than in 
giving license to competitors whose 
advertising methods might bring 
disgrace to the entire industry. 

An account executive serving one 
of the four largest whisky adver- 
tisers expressed this view: 

“We expect and welcome govern- 
ment supervision and government 
editing of liquor copy. We believe 
this will be the outstanding devel- 
opment of the early months of 1935. 
It is bound to be a highly contro- 
versial subject, but we feel no dis- 
tiller with legitimate copy objectives 
would be in any way unfairly han- 
dicapped in delivering his message 
to the public and a great deal of 
unfair misrepresentation will be 
eliminated.” 

To illustrate another point of 
view, Reginald L. Johnson, sales 
manager, Distilled Liquors Corpora- 
tion, gave permission to be quoted 
as follows: 

“We feel the general trend of 
wine and liquor advertising is ex- 


Copy Cups. 


CHRISTMAS GIFT 


Red velour-finished Christmas 
package for Laird's apple jack, 
developed under the direction of 
United Advertising Agency, New 
York, which handles the Laird 


account. 


RETRIAL ORDERED 
IN FARM PAPER'S 
ANTI-TRUST SUIT 
Will Decide if Advertising 1s 
Interstate Commerce 


Washington, D. C., Dee. 6—A de 
cision of the Supreme Court which is 
expected to lead directly to a definite 
determination of the status of adver- 
tising from the standpoint of whether 
or not it is interstate commerce, was 
handed down here Monday in the 
suit of the Indiana Farmers Guide 
against the Midwest Farm Paper 
Unit and its individual members. 

The Supreme Court overruled the 
action of the federal district court 
and the seventh circuit court of ap- 
peals in dismissing the action, and 
remanded the case for trial. 

The suit, which has been reported 
on by ADVERTISING AGE from time to 
time since its inception many months 


(Continued on Page 41) 


Magazine Publishers 
Disagree with Haase 


Report Conclusions 


| 


New York, Dec. 6.—-The many lead- 
ing magazines represented by the 
| Periodical Publishers Association will 
| vigorously resist any move by agents 
|or advertisers to apply the conclu- 
|}sions stated in “Advertising Agency 
Compensation in Theory, Law and 
Practice,” the study recently com- 
pleted by Albert E. Haase and pub- 
lished by the Association of National 
Advertisers, Inc. 

The intention was revealed today in 
a long letter addressed to the trustees 
of the study, Lee H. Bristol, Allyn B. 
McIntire and Stuart Peabody. A 
copy of the letter is also being mailed 
to all agencies on the approved list of 
the association. 

The letter summarized the views 
of the publishers on the subjects of 
agency compensation and status as 
follows: 

“We have had for many years and 
still have a very definite agreement 
with -€5.” gen. recommended. by 
the Periodical Publishers Association 
and receiving commissions because of 
the recognition of our members. 

“The advertising agency, by long 
established practice, is not now and 
never has been the legal agent of the 
advertiser. 

“The present agency commissfon 
system has worked effectively for 
over 30 years. 

“No method or modification that 
promises improvement has been pro- 
posed,” 


Reiterates Conditions of Approval 


Of particular interest to agencies 
is the communication’s reiteration of 
the conditions under which they have 
the recommendation of the associa- 
tion and the recognition of its mem- 
bers. The conditions were simply ex- 
pressed in these words: 

“We look to these (recognized) 
agents as assuming full responsibil- 
ity for carrying out each contract 


Last Minute 


News Flashes 


Hall Becomes Partner in Milwaukee Agency 
Milwaukee, Wis., Dec. 7.—Harry B. Hall, formerly general sales and 
advertising manager and at present a director of American Appraisal Com- 
pany, has purchased an interest in Klau-Van Pietersom-Dunlap Associates, 
Inc., and will become actively associated with the agency Jan. 1. 
is a director of several Milwaukee business and civic organizations. 


Mr. Hall 


Rockford, Ill., Dee. 7.—Chappel 
number of other pet foods, will laun 
ing Jackie Heller over NBC basic b 
The company, which has been off 
sponsored Rin Tin Tin. 


Chappel Bros. to Launch New Air Show 


Bros., makers of Ken-L-Ration and a 
ch a new once-a-week program featur- 
lue network Jan. 14 at 10 p. m. EST. 
the air for several months, formerly 


“Jewelers Circular’ Purchases “Keystone” 
New York, Dec. 7.—Jewelers Publishing Corporation, publisher of the 


Jewelers Circular, has purchased the Keystone and will merge the two 
monthly magazines, effective with the January issue. 


tion as vice-president. 
Jewelers Publishing Corporation, is 


(Continued on Page 40) 


solidated publication. 


B. J. Doyle of the Keystone has joined Jewelers Publishing Corpora- 
P. M. Fahrendorf, executive vice-president of 


in charge of space sales for the con- 


Periodical Publishers Association Favors Re- 
| tention of Present System 


now made or to be made with us. We 
consider them responsible for pay- 
ment of all bills when due us under 
such contracts. 

“In allowing the agent a 15 per 
cent commission on business placed 
with our members we wish to reiter- 
ate that we expect him to translate 
this into service to advertisers, into 
the developing of advertising, and 
into profit to himself.” 

The letter begins with a brief out- 
line of agency development since the 
organization of the Quoin Club, fore- 
runner of the PPA, in 1901, and a 
resume of the system which is oper- 
ating at the present time to the ex- 
pressed satisfaction of Periodical 
Publishers Association members. 

“It is only natural then,” the letter 
continues, “that the publishers should 
be very reluctant to change a suc- 
cessful system. Certainly they will 
not so do without adequate evidence 


{that anew method would sery 


better than the old.” 
Agency Financially Responsible 


The letter then goes on to refute 
the contention in the report that the 
agency is the agent of the advertiser 
only, especially with the contention 
that in established practice the 
agency is liable for the cost of space 
purchased, regardless of whether or 
not its client pays. 

“The agency, from its earliest days, 
has been responsible to the publisher 
for carrying out contracts and paying 
bills,” the letter continues. “Agencies 
have paid publishers large amounts, 
totaling millions, in fact, for space 
for which they were unable to col- 
lect from the advertisers. 

“Agencies, not publishers, pass on 
the credit of the advertisers. When 
the agencies suffer credit losses, they 
either make good to the media 
owners, or become insolvent. This 
is entirely inconsistent with the 
theory that the advertiser is the prin- 
cipal and the agency his agent. 

“The publishers look only to the 
agency for pay. The Periodical Pub- 
lishers Association regularly gets 
financial reports from the agencies 
and rates them for credit purposes. 
We do not collect from the advertiser 
in case the agency fails to pay...” 

Turning to the question of why the 
publisher pays a commission to the 
agent, the letter says: 

“The publisher pays the commis- 
sion for a definite purpose—to assure 
competent service to the advertiser 
and to promote further development 
of advertising through a knowledge 
of its effective use. 

“There has also been the question 
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ADVERTISING AGE 


December 8, 1934 


‘. 


“The | ‘a 


MATURE & MATURING 


The immediate market for all quality products 
is made up of mature and maturing men— 
intelligent men who are successfully occupied. 
There are probably not more than a million 
in the entire country. 


AFTER 30 


It is not until after 30 that men (utilizing 
their experience, their education and their 
social contacts) reach positions of importance 
in industry with the corresponding increase 
in buying power. 


A of P 


In the Age of Plenty you find most of the 
readers of THE QUALITY GROUP — 
225,000 educated men, intelligent, occupied 
and successful. Seventy per cent of 
QUALITY GROUP family heads are over 
30—a first group of prospects for motor cars, 
pianos, radios, boats, rugs, furnishings, 
cruises, large insurance policies, etc. 


«* 
ose 


NOT INCLUDED 


The immature are not included in the plans 


of THE QUALITY GROUP'’S Editors. 


as to whom the agency owes his 
loyalty. Since the publisher pays the 
agency for service to the advertiser 
there is no disagreement on the point. 
By giving loyalty to the advertiser, 
the agent is best serving all three— 
advertiser, publisher and himself.” 


Advantages Outlined 


The established agency commission 
system has the following advantages 
from the publishers’ standpoint, the 
letter says: 

“First, the fixed commission system 


ing agent by an advertiser from the 
field of bargaining. The advertiser 
selects his agent on the basis of in- 
suring the best to himself 
rather than on a price basis. 
“Second, the present system, which 
privides a fixed minimum compensa- 
tion, allows a limited number of out- 
standingly capable agents to make a 
material financial success. For that 
reason it is attractive to the best 
brains. No competent advertising 
man needs to be in the agency busi- 
He could be successful in other 
fields. The best of them would be 
in other lines were it not for this op- 
portunity, although limited, for sub- 
stantial (One has only to 
study the financial reports of several 


service 


ness. 


Success. 


| hundred agencies to see what a small 


make 
sys- 


are who do 
The present 


percentage there 
material profits.) 


tem of fixed compensation is an es- 


sential factor in the attractiveness of 
the agency business. There are avail- 
able to the advertiser a large num- 
ber of competent agency organiza- 
tions from which he may on 
the basis of ability and service. 

“Third, the agency commission sys- 
tem offers to agencies an inducement 
for developing new advertising. With 
the knowledge that his compensation 
is fixed, he has an incentive for find- 
ing products with advertising poten- 
tialities. 

“Fourth, the present system affords 
a method of regulation by means of 
recognition. This has tended to pre. 
vent the inexperienced, the incapable 
und the dishonest from setting up as 
advertising agents. It has placed the 
entire business on a higher plane of 
ethics 2nd practices. 


select 


Would Reduce Volume 


“Of course, the most important rea- 
son why the publishers would be very 
reluctant to change from the agency 
commission system is the fact that, 
for a period of more than 30 years, 
it has worked very sucessfully. Under 
it, advertising volume has greatly in 
creased and the technical skill of ad- 


benefit of the advertiser. 

“Furthermore, publishers have 
naturally considered the problems 
which would be imposed upon them 
should this system be abandoned. It 
has generally been assumed that the 
space in publications would be sold 
for the same price the publishers now 
get and that the full amount of com- 
mission might, therefore, be put to 
some other use. This not true. 
The publishers, depending upon their 
individual viewpoints, would be 
toreed to take on additional and im- 
portant duties. 

“Publishers feel that should they 
discard a tried system for any one of 
a number of experiments, the volume 


is 


of advertising would decline. Given 
a diminishing or uncertain compen- 


sation to agencies, and a lessened in- 
centive to develop both new and old 
advertisers, the quality of agency 
service would suffer. This would in 
evitably lower advertising volume.” 


“Sacramento Union” 


THE QUALITY GROUP 


HARPERS MAGAZINE SCRIBNER’S MAGAZINE 
CURRENT HISTORY FORUM MAGAZINE 


597 FIFTH AVENUE, NEW YORK 


| Joins Color Group 
| The Sacramento Union has joined 
Associated Newspaper Color, Inc. The 
| group magazine page rate is now 
$6,730 and the group comic half-page 
rate, $4,000. 

Associated Newspaper Color repre- 
sents magazine and comic sections 
| published by 11 Sunday newspapers 
lof California, Oregon, Washington 
janud Utah. 


| Features “Salad Week” 


Best Foods, Inc., of California is 
jconducting an extensive drive 


{thronghout the Western division fea- 
turing salad week. A complete list 
of newspapers in California, Oregon, 
Washington, Nevada, Arizona, and 
Utah is being used, under the direc- 
tion of Benton & Bowles, New York. 


removes the selection of an advertis- | 


vertising men has improved, to the} 


PONTIAC PLANS 
BIGGEST DRIVE 
IN NEWSPAPERS 


Mich., 
Company's 


Dec. 6. Pontiac 
advertising pro- 


Pontiac, 
Motor 


more newspaper space than has ever 
been used by the company in any one 
campaign. Over 2,500 newspapers 
will carry the Pontiac sales story. 

Backing up the newspaper 
will be a comprehensive list of maga- 
zines, generous use of outdoor poster 
boards, radio network broadcasts and 
spot radio announcements. 

The lion’s share of the budget, how- 
ever, will be absorbed by the news- 


An insight into what will probably 


1935 drive obtained when 200 
regional and zone sales executives of 
the company met Monday at a ban- 
quet in the Statler Hotel, Detroit. 
The hall was hung with banners pro- 
claiming principal mechanical de-| 
velopments incorporated in the new | 
models. 

Typical 


Was 


of these were “Gusher 


Valve Cooling,” “Cross Flow Radia- | 
tor,” “The World’s Smoothest Six | 
jand Eight Engines,” and “All Re- 
ciprocating Parts Balanced Within 
1-16 Oz.” 
Sees Better Business 
Meeting this week in the audi- 


torium of the General Motors Proving 
Ground, the Pontiac regional and 
zone men heard H. J. Klingler, presi- 
dent and general manager of Pontiac, 
acclaim the coming year as the first | 


since the low point of the depression | 
in which employe and employer alike 
will feel appreciably the uplifting ef- | 
fects of improved business. Mr. 
Klingler’s statement marked the close 
of two strenuous days during which | 
the field staff of the company has | 
seen the new cars and learned about 
the company’s plans to merchandise | 
the new product. 

Beginning yesterday and continu- 
ing for a week, over 250 dealers a day 
will attend the convention. 
There will be a new group daily, the 
total amounting to 1,750 dealers. 

Perhaps the most 
of the dealer program is the way in 
Which the factory is presenting the 
merchandising and advertising story. 

With the use of a two-reel talking 
picture, entitled “One Family Multi- 
plied by Millions,” the dealer 
shown in dramatic fashon how 


sales 


is 


the 


the product. 


According to MacManus, John & 


definite time for the announcement 
of the new models has been set as 
yet. 


gram for its new mcdels will embrace | 


drive | 


papers to identify the local dealer 
with the Pontiac car, according to | 
F. A. Berend, Pontiac advertising 
manager. 


make up the advertised feature in the | 


‘Out of the 


then comparatively 


| honored 


interesting part | 


various advertising mediums function | 
and contribute.to the ultimate sale of | 


Adams, Ine., the agency in charge, no | 


Hudson Engages 
Kate Smith for 
~ New Radio Show 


New York, Dec. 6.—Kate Smith 
|will be presented in a series of 


| weekly half-hour programs, entitled 
“Kate Smith’s New-Star Revue,” |yy 


the Hudson Motor Car Company 
|}over the WABC-Columbia network 
starting Christmas Eve, and wi!) 
conduct a talent search in many 
cities. 

| The program will be heard each 
|Monday night at 8:30 p. m. EST. 
Each Friday the radio star wij] 


travel to a different city where she 
will preside as judge in the fina] 
selection of the two most talented 
artists. Later, the chosen ones wij] 
appear on her Monday program in 
New York. 

In addition to Kate and the weekly 


guest entertainers, Jack Miller's 
orchestra of 35 pieces and Kate 
| Smith's Three Ambassadors, male 


| trio, will be heard on the broadcast. 


Entrants in the auditions may he 


amateur or professional singers, in- 
strumentalists, comics, or special- 


ists in any other type of artistry, 
picture are those who 
have taken part in regular network 
broadcasts. The “new stars” will 
not be presented until shortly after 
the series gets under way. A num- 
ber of performers have made their 
network debuts under Kate Smith's 
auspices. 

Each Friday when Kate, on behalf 
of her sponsor, appears in a city to 
judge the final contestants, she will 
stage a quarter-hour broadcast over 
the local Columbia station. During 
this air period she will announce 


|the winners and present a program 


of songs. Cities on the itinerary will 
be announced at a later date. 


It was just three and _ one-half 
years ago that Kate Smith herself, 


unknown to ra- 


dio listeners, began her first series 


of Columbia chain radio broadcasts. 
In a short time she reached 
dom. Since that time she has been 
not only for her singing, 
but for her activities on behalf of 
charities and other public interests. 
She 5 years old. It ru- 


star- 


is now 25 is 
mored that Hudson will pay her $5.- 
000 a show. 


“Music Hall’ Starts 


Replacing the Imperial Hawaiian 
}dance band, Hammerstein’s Music 
Hall of the Air is now being pre 


;sented by the Wyeth Chemical Com- 


pany, in the interests of Hill’s nose 
drops. Produced by Ted Hammer- 
stein, the program started’ over 
| WABC-Columbia at 2:30 p. m., EST. 


Dec. 2. 


Crump Agency Moves 

Murrel Crump Advertising Com- 
pany, Kansas City, Mo., celebrated 
the second anniversary of its for- 
|/mation by moving to new offices at 
1439-52 Dierks Bldg. P. D. Wood- 
mansee, son of J. E. Woodmansee, 
president of the Chamber of Com- 


merce, has joined the agency’s staff. 


These stories talk about Main 
Street, not Monte Carlo, and so 
have built up a new magazine 
reading market among millions of 
wage earner homes heretofore 
Famed by the economical, 


" buildi " 
I 


~< 


Automobiles 
634340 were bought new... and 
685,555 were hought since the Depressi p 


... of which 
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|The Electric Appli Market 
is E di 

The jigsaw puzzle of future 1S xpafll Ing 
business conditions is slowly : 
the market. The use of electrical . + 
being solved. Piece by piece the — ae Toe . | 
_ cheapest of all servants, grows even in . = 
| picture of prospects for 1935 1s being 

times when pennies are pinched. 

completed. Mark this: Every fact points 
3 upward. For the first nine months of Electrical Merchandising is getting 
1934 washers showed a 19.6% gain; ready to serve these improving business 


ironers 78.3%; vacuum Cleaners, 40.5%; 
refrigerators 29.5%. Sales of radio sets 
for the year are estimated to be 15.6% 
ahead of 1933, and tubes are 27.2%. A 


half million more wired homes are on 


conditions. With the January issue it 
will offer color rotogravure and print 
in a new, handy size page. It offers the 
shortest way to the diverse and scattered 


market that sells electrical appliances. 


| Electrical Merchandising 


Published by McGraw-Hill Publishing Co., Inc., 330 West 42nd St., New York City 
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December 8, 1934 


Grade Labeling Urged 


By Food and Grocery 
Chain Organization 


| Administrator Riley, which was an- 


Group Controlling 22,000 Stores Wants 


Quality Designations 


Qual- 
foods, 


Washington, D. C., Dec. 6. 
ity grade labeling of canned 


with brief modifying descriptions, 
this week was recommended to Di- 
vision NRA Administrator Armin 
W. Riley by the executive commit- 
tee of the Food and Grocery Chain 
Stores of America, Inc. The recom- 
mendation urges that labeling pro- 


visions be incorporated in the can- 
ning industry code. 

The committee also recommended 
that the wholesale and retail food 
and grocery trade codes be amended 
to forbid distribution of any goods 
not labeled as to grade. 

In recommending quality grades 
and rejecting the proposal for de- 
seriptive grades, the chain store or- | 


lland, if 


ganization breaks definitely with the 
canners and the wholesale 
interests which have repeatedly as- 
serted that they will carry the fight 
against A, B, C or similar grade 
marks to the highest court in the 
necessary. 

The Food and Grocery 
Stores of America, Inc., 


grocery 


of such organizations as Kroger 
Grocery & Baking Company, Na- 
tional Tea Company, American 
Stores Company, First National 
Stores, Safeway Stores, H. C. Bo- 
hack Company, and David Pender 
Grocery Company and _ Southern 
Grocery Stores, Inc. It is claimed 


that the members control more than 
22.000 retail stores. 


| late 


Chain | 
is comprised | 


litems 


The Great Atlantic and Pacific Tea 
Company, which does not belong to 
the association, has already an- 
nounced that it will proceed with 
grade labeling of its canned goods 
as rapidly as possible, and has thus 
far brought out grade labels for one 
or two items in its extensive line. 

The recommendation of the ex- 
ecutive committee of the Food and 
Grocery Chain Stores of America to 


nounced this week by F. H. Mass- 
man, president of the organization, 
follows quickly upon the submission 
of a report on the subject by the 
organization’s committee on stand- 
ards and labels, of which Warren 
H. Clarke, assistant to the presi- 
dent, was chairman. 

This report, submitted to the ex- 
ecutive committee of the association 
last week, made the following 
definite recommendations: 

“1. The committee recommends 
the adoption of the standards for 
grades officially promulgated by the 
U. S. Department of Agriculture for 
tomatoes, cream style corn, whole- 
grain style corn, peas, snap beans 
and grapefruit. The five vegetable 
named represent § approxi- 
mately half the pack of all canned 
vegetables. 

“2. The four grades of each of 
these products should be designated 


THE DES MOINES SUNDAY REGISTER’S 


CIRCULATION OF 


292,092 


includes an increase 


"14,338 


since 1929 


*% This increase alone is greater than 


the total circulation of ANY OTHER 
NEWSPAPER published 
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This seven-column newspaper ad- 
vertisement, appearing in Detroit 
papers the day before Thanksgiv- 
ing, helped thousands gobble their 
turkey dinner with added zest. 


by the terms ‘Fancy,’ ‘Choice,’ 
‘Standard, and ‘Substandard.’ 

“3. One of these terms designat- 

ing the grade should appear promi- 
nently on every label, together with 
a ‘key’ to these grading terms which 
will make clear to the consumer the 
relative quality of each of these four 
grades. 
“4. In addition the size of peas 
and snap beans should be stated on 
the label and in the case of grape- 
fruit the legend ‘Packed without 
added sugar,’ should appear on the 
label where applicable. 

“5. The president (of the asso- 
ciation) should appoint a permanent 
committee to continuously consider 
the whole problem of standards and 
labels. This committee would be re- 
sponsible for recommending that ad- 
ditional products be added to the six 
items named, as standards for such 
products may be developed that ap- 
pear satisfactory to the committee.” 

In its letter of transmittal the 
committee said: 

“This report is offered by the com- 
mittee in a spirit of cooperation with 
the National Recovery Administra- 
tion in an attempt to eliminate 
abuses in the industry, to protect 
the consumer by giving assurance 
that the contents of cans and pack- 
ages conform to proper food stand- 
ards and to provide the consumer 
with all information on the label 
that will be of practical value. It 
is the hope of the committee that 
this report may be found to contain 
constructive suggestions which may 
be made effective within a minimum 
length of time.” 

Drop One Grade 

In selecting the four grades by 
which canned goods would be desig- 
nated, the committee urged that use 
of the term “Extra Standard” be 
discontinued, and went on to say 
that it believes ‘that flavor, clear- 
ness of liquor, and similar qualities 
difficult of description in words that 
would carry any significance to the 
consumer, can best be covered by a 
single grade designation.” 

The enthusiastic endorsement of 
the plan for grade labeling, although 
the grades in this case are names, 
rather than the A, B, C designations 
heretofore believed favored by the 
administration, is certain to have an 
important effect on the decision con- 
cerning grade labeling which Ad- 
ministrator Riley has been promis- 
ing to make for the past several 
weeks. 

In some informed quarters here 
it is believed that the administra- 
tion will now proceed immediately 
to the promulgation of grade label- 
ing provisions for the canning code. 
Whether those groups which have 
vigorously opposed such standards, 
offering descriptive labeling as a 
substitute, will continue their fight 
was not indicated here this week. 


Appoints Aleshire 


Edward Aleshire, formerly head of 
the radio departments in Chicago of 
Lord & Thomas and Blackett-Sample- 
Hummert, Inc., has been made sales 
promotion manager of the American 
Broadcasting System, Inc., New 


“Cocktail Callous” to 
Feature New Campaign 


Norman D. Waters & Associates, 
New York, has been appointed to di- 
rect the advertising of Green-Forest 
Wine & Spirit Corporation, importers 
and sole agents for Southard’s Cen- 
tury Vat 100, Scotch whiskies and 
the Mad Hatter prepared wine cock- 
tail. 

For the latter a new ailment, 
“cocktail callous,” will be described, 
satirizing home mixing. Charles H. 
Weissenbach is the account execu- 
tive. Class magazines and dealer 
displays will be used. 


Marsh Has 10 Accounts 


Terrill Belknap Marsh, New York 
advertising and sales promotion 
counsel, who opened his own office 
three months ago, has been retained 
by ten companies, among which are 
H. L. Judd Company, Inc., Whital!| 
Tatum Company, Sims Pump Valve 
Company, National Seal Company, 
Inc., Lou Murray Publications, Inc., 
Arline T. MacDonald and others in 
the food, automotive and advertising 
specialties fields. 


Gumps Extend Radius 


The Gumps, cartoon family con- 
verted to radio, sponsored by the 
Corn Products Refining Company, 
maker of Linit, Karo, Mazola, and 
Kre-Mel, will be extended from 20 
CBS stations to a coast-to-coast chain 
of 48 stations, starting Monday, Dec 
17, at 12:15 p. m., EST. 


Ida Smith Dies 


Mrs. Ida R. Smith, 74 years old, 
president of S. H. Smith Company, 
publisher of Woodworker and Ve- 
neers and Plywood, died this week 
at her home in Indianapolis. 


“This is one of the maga- 
zines upon which we place 
a reading slip with a re- 
quest that all executives 
peruse carefully.” 


CHARLES A. UPSON, 
President 


The Upson Company, 
Lockport, N. Y. 


MR. UPSON, a subscrib- 
er since 1933, is one of the 
31,050 executives who re- 
ceive Nation’s Business 
because of membership in 
the United States Cham- 
ber of Commerce. The 
membership subscribers, 
originally the only sub- 
scribers, now constitute 
12 % of the total net paid 
circulation of 250,428. 
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TICONDEROGA BOOK 
TICONDEROGA TEXT 
CHAMPLAIN BOOK 
SARATOGA BOOK 
LEXINGTON OFFSET 
ADIRONDACK COVER 


ADIRONDACK BOND 
Made by 
INTERNATIONAL 
PAPER COMPANY 
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ADVERTISING AGE 


NATIONAL ADVERTISERS 
HAVE DISCOVERED 
“THE NUMBER ONE 

BUY IN THE 
WOMEN’S FIELD” 


No better proof of value for any 
magazine or group of magazines 
could be found, than the presence in 
its columns of the experienced ad- 
vertising leaders. To any advertiser, 
large or small, Fawcett Women’s 
Group offers a perfect answer to 
every one of the requirements for a 
profitable medium; a super-responsive 
group of readers; a steadily growing 
circulation, nearly 90% newsstand, 
absolutely unforced by such common 
methods as premium offers and boy 
sales; and a rate per page per thou- 
sand which is guaranteed the lowest 
in the field. 

Wisely enough, these large adver- 
tisers tested Fawcett Women’s Group 
and proved its value. And now, with 
proof established, live space buyers 
continue to increase their contracts 
for space every issue. Since January, 
1934, 336 new advertisers have be- 
come users of Fawcett Women’s 
Group. Here is a _ representative 
group of present advertisers: 


Borden Co. 

Beechnut Packing Co. 
Bauer & Black (Blue Jay) 
Burlington Railroad 
Brownatone 

Breezy Point Lodge 


Chesterfield Cigarettes 
Campana’s Italian Balm 
Campana’s Dreskin 

Cosette Undergarments 
Chamberlain’s Hand Lotion 
Clopay Shades 

Crosley Radio 


Duart Hair Preparations 
Dennison’s 

Dentyvne Gum 

De Wans 

Don-A-Cap 

Deltah 

Edna Wallace Hopper 
Lady Esther Face Powder 
Lady Esther Cream 


Max Factor 
E, Frederics 
Feenamint 
Fashion Frocks 


General Mills (Betty Crocker Recipes) 
Grove’s Bromo Quinine 

Greyhound Lines 

Golden Glint Shampoo 

Mary T. Goldman 


Health Products Corp. 
Dr. Hand’s 
Hump Hair Pin Mfg. Co. 


Ipana Toothpaste 
“T’-Last Mascara 


Johnson & Johnson Baby Powder 
Johnson & Johnson Drybak 
Jean Jordeau 


Kurlash 

Kotex 

Kleenex 

Kalamazoo Stove Co. 


Lifebuoy Health Soap 
Lewis Medicine Co. (Tums) 
Lewis Medicine Co. (NR) 
Lucky Strike Cigarettes 
Lucky Tiger Hair Tonic 
Lux Toilet Soap 

Linit 

Lavoptik 


Phillip Morris Cigarettes 
Mercolized Wax 
Maybelline 

Metal Arts Products 
Marchand’s 

Maiden Form Brassieres 
Mum 

Midol 

Mountain Mist Quilts 
Murine 

Midwest Radio 
Mar-O-Oil Shampoo 


Northwestern Yeast 
Northern Pacific Railway 
Noxzema 

Numismatic Co. 
Nadinola Cream 


Outdoor Girl 


Permapoint Lipstick 
Parker Pen 

Pertussin 

Perfolastic 

Pepsodent Toothpaste 
Pepsodent Antiseptic 
Pabst Blue Ribbon Beer 
Poslam 


Rinso 

Resinol 
Remington Rand 
RCA Radiotron 
Royal Typewriter 
S. S$. S. Compan 
Dr. Scholl’s ita 
Slipperette 

A. Stein & Co. 
Skour-Pak Brush 
Sempray Jovenay 


Tattoo Lipstick 
angee 

Vicks Products 
Wm. Wrigley Jr. Co. 
Winx 

Walk-Eze 

Wilknit Hosiery 

Zonite 


FAWCETT WOMEN 5 GROUP 
REVENUE UP 98.8% 


Mewty Doubles inl2 Months! 


FEBRUARY 1935 ALMOST TWICE FEBRUARY 1934 


Tremendous Percentage : : 
of Gain Comes From Acclaimed by Advertisers 


Old Advertisers America’s Biggest Buyers 


HAT experienced advertisers know about 


the productiveness of Fawcett Women's 
Group means far more than anything we could 
promise! Some of America’s outstanding adver- 
tisers like Chesterfield, Wrigley, Tangee, Pepso- 
dent, Beech-Nut, Borden and others are voicing 
their opinion in the most eloquent terms of all— 
with space orders. 


For in Fawcett Women’s Group they have dis- 
covered a tremendous new market of young women 
customers who yield them a bigger crop of sales 
for the money spent than they can find anywhere 
else in the women’s field. They buy, eat and wear 
as much as any similar group of women. For many 
advertisers of small purchase repeat products, they 
are the biggest consumers. 


Here you will find more young housewives 
who are now forming their buying habits and more 
girls earning and spending their own money for 
their purely personal wants. There are few among 
them fully set in their buying ways. 


Do this. Put this group first on your list. Then 
you, too, will know why dozens of advertisers tell 
us that Fawcett Women’s Group produces the 
lowest inquiry and sales cost of any women’s maga- “a 
zine or group on their list. : “a j | / 


son aie FAWCETT WOMEN’S GROUP READERS 
ese Twenty-five years of age, on the average. 81% of them wage 


THE LOWEST RATE ik earners or wage-earners’ wives. Just forming their buying habits— 


il ld d d brands than the older, 

THE WOMEN’S FIELD, ven pose yc ‘<a 4 es ee pone i 
i fort—1 —beauty. N der F tt Wo- 

GUARANTEED A. B. C. ie So Para perma ma unter ale abnor ; 


"Fawcett Women’s Group 


FAWCETT PUBLICATIONS, INC. 


NEW YORK: 52 Vanderbilt Ave. CHICAGO: 360 N. Michigan Ave. MINNEAPOLIS: 529 S. Seventh St. 
LOS ANGELES: 705 Bendix Building SAN FRANCISCO: 1642 Russ Building 


SCREEN Book iil, jeSsions 


the Riyhe 
” 
to Love 
aN MRL Ow — 
eerie deamese 
(OLLYWOOD'S 


WiLLOON DOLLAN BANIESD . 3 y Dain 


. ae Ta nr nauk OR eee nant. 2 Wee ps Laer ae Rg. CSN gee ea” Oe IR Dads ogee are Me PE: SR ear has cope WEL as fake cee ST On a SP ICOM eh Sane MD fF Be 7 
icalinare ERR ode Mater t= Pak Z bs Eo paella. be Mees. Sales iar) PR 25 ye, eee eS Ser Aes oust S a .f 
pakra ; ahh he i eS tabi rg al eT, Feng ee <i “we eS ‘ ; fest a ; “ Fee i eas : 
1 ko ee iy ; “grees - 3: Rs Fl oe oul ae : bates eee : Pipl? Be Be es, SS ee SH i rahe xf Sore ae. ek a : ae ‘ 
a Bate ie ett vig a of i 4a hy. ‘ me E a eo) Xt ; , ori. yo all se Pt as > ty ~ } : res a Pye es re + ‘. 4 
Par oe : w ty baat 
v ig tn 
~~ ‘te 
ys i , iti 
; Mad ¢, 
“ ris pamen SN 
adj 
Pe ce = 
5 nae 
ar am é 
—————————— i re fats 
— aes ne 
aie 
; sis 
= a 
4 
oe i = 
ar. oe 7 
: ae 
7 
a ‘S 
Sie et 
ee 
ei 
3 ‘ 
=" 
pg = 
ng yd 
© ole 
es re 
7 ee 
. : 
a Ps 
aa =p 
mae me 
: sah, Poa os, 
pete ie 5 tt 
eS ae “ry 
Ef ad ; 
on (8 
=i ae 
~~ ie 
> ‘ 
_-*% 
‘as a srs 
Tae ¥ xe we i 
pe aa e 
or 
~ * 
a a 
= Be 
ee a & 
‘ ‘ . ae 
ee Pe ie ee Cee eRe Foye ae nee ede ee ee ae one A “4 {Se 
he: RO ete yw : : te Re ae eye | MRA ee Ree RRS, At Juhp. +. Se 
ee aut ag en: Se das MJ =, sh, eee ae ay < «' Pe 
Peete: > SS Sa OE MR rd bias’ Sap Bas. eee eK 7 a 
es ead ae ee oe Sa aka <3 Vy ee ears : ves 
sega ae ee _ oe + bcs a . # ae ee eae, “a 
pO aa x 3 See he rer ea a ens 2 BN : ‘Gas Geer 
po a ert . ‘ ry ah oS Cee & Pa aa ao s 
45 ey es 2 A a a eae” 5 ‘gals mg 
; ee * Ps dla Lae : ‘ * : ey ae pee es i ae 
e Puy ~~. ‘F = oF ate r Bae AE pee RD a : ‘ee ae 
; be ee = SWE oe OF OS ee id : Vee 
$e ‘ - Sl ~ ' pe en eo, ee oe: ee 
‘bas . o > " SOE tke oe ae ee at.” ae 
np seletes 4 4 % e . ee Ral \ a eS is OA Pe. be 
Se . , Se LE: Se elk” r= a 
pea pli. ok ” , mo 1 2 ae vom oe a oe 
el BR ag NSS 5 eae ty dy Oe Bee 
fF oe As . \ a Sa 
te ea F a . Be ae a: f be: 
4 s a 
; ks 4 . 4 el as 
rs 3] — : E A . Bes Ee 
re : ‘3 p . 3 2 = vat 
——, le 3 
; = — 2 = : —— . eee 
< *. “a % § Fg 3 ‘ ‘ 3 3 _ = : eS ie ges ant 
= eas pate Fg . ; Ba, Be. ‘20 \ 
a ay ee. sae eo . * e G ene 
a a eae aie , eS i, — oe ae ei, 
) — q %) oy oan ~ i : 
ee ue a f. ’ Bet I. 8 ras ee =. Pin, 
ee le sin a eo .. 74 i. a ; aie z ay Ss 
= a eee 4 eae Re " oe ise Be 
es ot ae cae '}'t aa — eee eter a 
FS ee 4. aR aa — a \ Saas ge ee Ore See 
se a ae as ‘ ; * Pio gle ies sth 
PRE Boe + yh . ~ | Sg 7). ee +. Eee ewes, 
“ey Sg a = et BS = Be ee hs peels © 
CP Ne. ne ae 4 — Bo 
Ni * <= : pi apeiaiad , & tid : 
: ue Y Eee Ss aaa ey ae : tens said 
a a ‘ Spare: oy a *. i Shu oF ie - 
: les, oa 24 5- ee cs ps a ‘ Bs, * as | 
SA. o ae oN a ERE ce : ~ a 
cis 5 ee 4 + EE ae SF S a el US DS eGR catia eek nay tae 
Ou Reramnn eu ee yee a ae a ire See ak oe ee Sel. Th aes 
Jas mh ea J 4 ee * % i eae a es : Aa ee ae ll 
FS : ie i. 2 ee és ail ’ . 
ai ' a : Packet : = aie : 
= ie : ae oe & “ ‘ : fone, ae earcety ; Be 
tgs wae Fees. bea: Gas Sa ‘ y £ eae : Bat 
| ™ ee | oe . am RS 
4 s : a2 4 
“ab on 
ae Sr. 
a. * a 
ee oy oa oe 
ce 2 GRRE Se Se 
3 Be HORS) oad 
ee 
“i — est 
a Pes By. 
"a ad 5 
Re aie - ‘ 
, ‘Saaee ae 
. . 2a 
a Been 
| et ES 7 
aa 
ae 
MeCN, ae 
ee 
a ems 
ee 
ae a. E 
eS ae ae 
Spee 
ae = " 4 
: or 
a Psp a 
ee Gatch ee ae 
BS ate oh Ne 
1S Sao 
sy ey 
ae. 
= 5 % 
« = = P = y. = SS ny —_———SSSeee ea Ee Po. tae 
oo rina tee ae. ano cmene " ps en nS eee ee Oe ees pang pss Wi ‘a 2 YW { al ae 
>—— ee —— eee a | _ 1 | . 
i = ||) i | PrT.\p = F ip 4 ee 
/ “OY | t F | : , | 3 ete 
e toy re rey et io] — | an 
i! | ; | itl 4 Gs 
10: Xy aa) ‘Oo ‘(| . 
a" | Pa : rene : t » a | ~ : 5 | pei 
s Piney | a Eager Af FA 2 Se ke % pres 1} + Ee y ape 
ae *\, ; Y . va x. / f = Sy 4 a | I oe F a 
, : ? * al 4 s es y “iy : ii ey 
*S >) Fa? Za } | @ aan = 
: 4 w3 ; > a i j * Rie. 
. ws Se ~ . f 5 eS. Ae Age et a | ‘S } Ape SS 
ww cua)! ~- 7 re ll ‘ ba | ae i — li . i) . ae 4 4 
‘\ / ce sacks 1} Al [) & ne | Fe Ws ee. ae 
4 ae ee a\ —y fee , — oy => I Seek 
. Sake! 2 sis * a Pe ae 
i : a ! oe E 
I yPhackae |) { 17 3 r- A oe 
& Why She | Love :— . on " fis FY 
| ‘ i . eo a. i; Pe acest) Tat 
; Many ke Garbo’: Career? y ; if ; Pceieecs 29: 
~ Ager. age 
, EO Sa, 
pris ¥ ie : 
> seen V Sane A 
ah) > Sia ag eS 
oy OF: ats e 
Toomer. < 18 : ; ; ‘ ; ae : x ; ; Cae t ‘ wil i : r Jes age : ; sf errd nous : Ha i uw : eee ts Be my eS 
a fi TM Aes eB asa Ct ee Sp ar ees hat te mc pL eee Pi ewan RE Ae Efe 1a ee ew “Ud ie tics 2 * ee. Ba st rae Mei Ntsc oe erm ass aaa eet elects ad, tage Ra NEPA Meee tasule My 2 5%. Be Sie Se Bigeye ae 
Sy. TAF IS Ng ee Oe PTS aan Ae eS as) ad TR Rea ae okt & Mink $B fh roy : Petar an Sh . Poe ee Benn a é See ne aay ee gD are: Re, ak Pen Soe eek Sicha tea 2 Dae Sete ein ee tne ee Sate aie Sy Saleh TALE gona URES orgy aL! Seal 7 Se 


oak 
voi 


te 
Oey 


6 


ADVERTISING AGE 


December 8, 1934 


HECTOR FULLER 


DIES; COLORFUL 
WORK RECALLED 


New 


men were 


York, 


Dec. 
prominent 


| Secretary 
6.—Advertising 
among 


attending the last rites yesterday of | 
whose colorful <« 
included service as publicity director | 


Hector 


to a number 
vertisers. 


Fuller, 


of 
Mr. Fuller 


in his apartment 


a suicide. 


His advertising 


direct the 
ment. 


broadcast, 
way show 
eral days. 

Next 
Register 


on the 


The Beer of @ 


first 


he joined the } 
Company as publicity direc- | 
tor. In 1951 he was public 
counsel for the 
vertising Company 
pacity addressed numerous audiences 
preservation of scenic 


ruc ality 


leading national ad- 
was found dead 
apparently 
He was 70 years old. 

started 
1921 when he joined the William H. 
Rankin Company to write copy 
agency's publicity 
He was distinguished at that | 
time as the 


depart- 
man 


bringing an ailing Broad- | 


to popularity within 


National 


beauty. 


ON Pgscagna ee PL LE LE™ be 


*|}ace correspondent during the 


{Church were Mr. 


|C. Green, 


relations | 
General Outdoor 
this 


| Quatte, 


His most discussed and most color- 


ful work was performed as official 
lgreeter for the city of New York 
| under Mayor James J. Walker, when 


| his exceptional addresses, immacu- 
late appearance and friendliness won 
him wide renown. He had become 
interested in municipal affairs while 
with the American Car and Foundry 
Company, the president of which, 
William H. Woodin, later 
of the Treasury. 


Was War Correspondent 


born, Mr. Fuller was an 
Russo- 


New York advertising 


British 


Japanese war. 


and news men who were with him on | 


the Indianapolis Star in 1903 in- 
clude Roy Howard, Scripps Howard 
Newspapers; Ray Long, Photoplay, 
Earle Martin, Cleveland Press, Bar- 
ney Furdy, United Press, and Wil- 
liam H. Rankin. 

Honorary pallbearers at the serv- 
ices held at the Campbell Funeral 
Rankin, 
Gilbert T. 
Charles E. 


Whalen, Hodges, Charles 
Murphy, Harry 
H. Charles, W. J. Delaney, H. B. La- 
James Wright Brown, Sr., 
George A. Riley, John A. Zellers, 
Alfred Freden, Leo J. Phillips and C., 
King Woodbridge. The Publicity 
Lodge of Masons, No. 1,000, con- 
ducted ceremonies at the church. 

Mr. Fuller was a familiar figure at 


purpose... economically and permanently ... many national 
advertisers use Meyercord Decalcomania Signs on their deal- 
ers’ windows. Among them are Western Union, Postal 
Telegraph, Pabst, Schlitz, Cudahy, United Motors, Willard 
Battery, U. S. Tires, hundreds of others. We'll be glad to 
supply further information by mail, or to have a represen- 
tative call. May we have your inquiry ? The Meyercord Co, 

208 West Washington Street, Chicago, Illinois. 


ei? & 


WINDOW ll ‘ a... SIGNS 


DECALCOMANIA #” 


r 


became | 


Grover A. | 


NAME PLATES 


‘the Advertising Club of New York. 
He is survived by his widow, two 
sons, John and Gilbert, and a daugh- 
ter. 


Thee Senile Chain 


The Corn Belt Broadcasters Asso- 
'ciation has been formed in Rockford, 
|Ill., by Lloyd Thomas, owner and 
| manager of WROK, and comprises 
stations in Illinois, Indiana, Wiscon- 
| sin, Nebraska, Minnesota, Missouri, 
Ohio and Iowa. Chicago offices will 
be opened soon. 


Senaaiie Cc beniiaitiin 


Effective Jan. 1, Western City, for 
the past three years the official pub- 
lication of the League of California 
| Municipalities, will also become the 
official journal of the League of Ore- 
gon Cities and the Association of 
Washington Cities. The circulation 
will thus be advanced to about 6,000. 


Two Name New Agency 
The new advertising agency of 
| Farson-Huff, Louisville, has been ap- 
pointed to place advertising of the 
ee Buchu Gin Company and the 
A. Barry Distillery at Ekron, Ky. 


Xmas Shoe Drive Starts 


The Boston Advertising Club has 
begun its annual Christmas Shoe 
fund drive, with which the club each 
year supplies about 400 needy chil- 
dren with shoes. 


Keeping their name on busy shopping streets...day after 
day, month after month, year after year...is the unremit- 
ting aim of most successful merchandisers. To achieve this 


DECORATIONS 


FOR PERMANENCE 
FOR ECONOMY 


NEW ESSO GAS 
LAUNCHED WITH 
HUGE CAMPAIGN 


Teaser Copy Precedes Wide- 
spread Promotion 


New York, Dec. 5.—Following a 
three-day teaser campaign last week, 
Standard Oil Company of New 
Jersey and its affiliates of Louisiana 
and Pennsylvania and the Colonial 
Beacon Oil Company introduced 
Saturday a new gasoline, Aerotype 
Esso. 

Probably never 
of New Jersey 


before, Standard 
officials believe, has 
a new motor fuel been introduced 
to the public with as well coordi- 
nated a campaign of advertising and 
merchandising behind it. 

A full list of daily and weekly 
newspapers is being employed in 18 


states, blanketing the combined 
companies’ marketing areas from 
Maine to Louisiana. Posters, point 


of sale material 
promotional projects 
Aerotype inaugural. 
The three-day teaser campaign 
started with a one-column adver- 
tisement centered in two columns 
with the letter E in large type over 
which were placed AE in a speed 
design. The second teaser, repro- 
ducing this along with additional 
letters and copy, Was two columns 
wide centered in three columns and 
the third, four columns, while the 
fifth in the cumulative series com- 
pleted the announcement, giving the 
full names, “Esso” and “Aerotype.” 


and a variety of 
marked the 


20 Per Cent Better 


The announcement advertisement 
following the teaser series said that 
the new fuel embodies all the char- 
acteristics of fighting grade aviation 
gasoline, that it is not an improved 
but a new product, that it is 
knockless in any motor, tests 20 per 
cent more power than any other 
available fuel, starts cars 54 per 
cent more quickly and warms up 11 
per cent more rapidly. 

Thirteen meetings were held 
throughout the territory by a group 
of executives prior to the newspaper 
teaser series. These were not ortho- 
dox sales meetings with division 
sales executives. The 13 events 
were run off in 15 days. Two pri- 
vate railroad cars..carried the prin- 
cipals, who gave the story of the 
company’s plans in a unique way, 
merchandising the entire campaign 
to the men in the front line. 

Included in the group were Walter 
C. Teagle, president; W. S. Farish, 
chairman; R. G. Stewart, director 
supervising marketing, and J. A. 
Donan, advertising manager. In ad- 
dition, the cars transported a cast 
of professional actors, a_ five-piece 
orchestra, scenic “props,” and talk- 
ing motion picture equipment. 

Aside from talks and detailed ex- 
planations of sales and advertising 
plans by company officials, the pro- 
fessional troupe gave a _ dramatic 
production showing how the new 
fuel should be sold. Motion pictures 
and illustrated displays completed 
the business sessions, which were 
followed by. dinners and entertain- 
ment. 

Point-of-Sale Material 


Division sales officials subsequent- 
ly conducted scores of dealer meet- 
ings, which were virtual duplicates 
of the division sales meetings. 

At the point of sale, canvas sta- 
tion banners, curb signs, window 
stickers and give-aways are among 
the materials supplementing the 
newspaper advertising campaign. 
The company is using its peak- 
season poster coverage to acquaint 
motorists with the new Aerotype 
Esso. Posters contain the basic copy 
theme and illustration of the other 
advertising. 

In the engagement of Guy Lom- 
bardo and his Royal Canadians, the 
company effects another innovation 
in gasoline advertising. Traveling 


in Greyhound buses accompanied 
by the Esso Cruiser, this group of 
entertainers will play in the largest 
theaters and auditoriums in 32 cities 
and wherever possible, the perform- 
ances will be broadcast over local! 
stations. 

Well known radio stars and en- 
tertainers will appear with the 
Lombardo organization, introducing 
numbers from the operetta, “The 
O’Flynns”, which had its premiere 
this week at the Broadway theater, 
New York. Later, Aerotype Esso 
will sponsor broadcasts of this 
operetta in 13 hnememeng 


To Sued $500,000 


Colgate-Palmolive-Peet Company is 
embarking on a plant construction 
and modernization program at Jersey 
City, involving a total expenditure 
of about $500,000. A new power 
plant and large capacity high pres- 
sure boiler will be added. 


Adds New Equipment 

First National Television, Inc., 
Kansas City, Mo., which conducts re- 
search in television as well as cur- 
rent broadcasts, is installing a new 
type high fidelity broadcasting sta- 
tion with studios in the Power & 
Light Bldg. and transmitter at 86th 
and Summit Sts. 


Johnson’s New Post 


F. W. Johnson has been appointed 
manager of the classified advertising 
department of Popular Mechanics, 
Chicago, which position he held for 
12 years prior to 1922, when he en- 
tered the mail order field. 


ESTIGE 


Go into a public library in any 
big city and ask the girl at the 
desk to get you the latest issue 
of Engineering News - Record. 
Chances are you'll be on a long 
waiting list. The place on the 
book shelf allotted to ENR is 
usually empty during reading 
hours Librarians everywhere 
tell us that it is in constant de- 
mand. 


Go into the engineering schools 
and quiz the faculty and the li- 
brarians and you will again find 
ENR constantly referred to and 
quoted. We have never made a 
survey ourselves among engineer- 
ing students but we have seen 
plenty of surveys conducted by 
others. 


Go into a court trying a civil 
suit involving disputes over con- 
struction contracts, costs of la- 
bor and materials, etc., and you 
again will find copies of ENR be- 
ing used as evidence by one side 
or the other, or by the presiding 
magistrate himself, for in its 
pages are the running history of 


these essential factors of econ- 
struction. 
ENR’s standing with construc- 


tion authorities is a known quan- 
tity. These instances are but 
added bits of evidence of the 
prestige that ENR enjoys in all 
circles where information on the 
construction industry is required. 


Thus, if you have a good product 
for which you want to build 
standing in the far-flung con- 


struction industry, capitalize 
ENR’s prestige by putting ad- 


vertising to work on a non-stop 
basis in— 


ENGINEERING 
NEeEws-RECORD 


A McGraw-Hill Publication 
330 W. 42nd St., New York 
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December 8, 1934 


ADVERTISING AGE 


TO AN AMAZING NEW M 


Finding gold needles in a 
/-mammoth haystack for 
puzzled advertisers 


ISTILLERS, importers of wines and 

liquors, manufacturers of all kinds 
ot barroom equipment, advertising agen- 
cies... for months have surveyed and 
prodded into an astounding haystack 
which they knew held much gold, the 
retail liquor market. Not only tens of 
thousands of taverns or bars and retail 
package stores, but thousands of hotels 
and clubs, a multitude of restaurants, drug 
stores, etc., make up this perplexing mar- 
ket which becomes only more puzzling 
when credit, turnover. individuals re- 
sponsible for buying, and other merchan- 
dising factors are studied. 

No thinking man questions the impor- 
tance of liquor retailers and dispensers as 
a market, or of their influence toward the 
success or failure of branded merchan- 


dise. The big question has been, ‘'Where 


are the worthwhile outlets and how can 


they be reached at reasonable cost?”’ 


An Unusual but Tried Publishing 
Plan Answers this Question 


Conover-Mast, through their experience 
with two exceedingly successful publica- 
tions, Bowne’s WINES & SPIRITS and 
MILL & FACTORY, recognized a solu- 
tion to your problem. Through intimate 
contact with the liquor industry in Bowne’s 
it was apparent that ove group of men, 
liquor wholesalers, did know which out- 
lets were doing volume business, which 
were financially responsible. Second, 
through years of experience with a most 
unusual publishing plan (MILL & FAC- 
TORY) Conover-Mast knew how these 
active outlets could be reached on a paid 
controlled circulation basis in co-opera- 
tion with the wholesalers. 

Thus LIQUOR STORE & DISPENSER 
makes its bow... with a guaranteed aver- 
age circulation of 30,000 per issue for 


1935. Not a makeshift section but a true 


companion magazine to Bowne’s. Not just 
another trade magazine but a mighty 
champion of the rights and needs of 
liquor retailers . . . the product of long 
experienced, able and alert editors ...a 
publication worthy of the huge market it 
serves ...a magazine that goes directly to 
the men (by name on the wrapper) who 


do the buying. 


First Issue Now in Hands 


of Readers 


The first issue of LIQUOR STORE & 
DISPENSER, dated December, 1934, is 
out in the field, in the hands of the suc- 
cessful retail store proprietors, the real 
volume, financially responsible buyers 
for hotels, clubs, restaurants, taverns and 
bars. What this publication has to offer 
editorially is not a matter of promise. 
Where it can carry your advertising ap- 
peal is not a matter of guess or hope. 
Check this new publication in any way 
you desire, analyze its editorial excel- 


ler-*, investigate its unusual circulation 


RKET 


plan, read it, compare its circulation in 
any territory with your own wholesaler’s 
records. If you do not find it ¢he efficient, 
positive entrance to one of America’s 
most perplexing but profitable markets 
you will not be asked to buy. 
Letterhead requests for copies of the 
current issue of LIQUOR STORE & DIS- 
PENSER will receive prompt attention. It 
will pay youto get rates and ful! details now 
to take advantage of special charter rates and 


protective contracts. Write or wire today. 


LIQUOR STORE 
& DISPENSER 


Published by Modern Distillery, Inc. 
Executive Offices: 205 E. 42nd St., New York City 
Western Offices: 333 N. Michigan Ave., Chicago 


PRESIDENT, Harvey Conover .. . VICE-PRESIDENT, 
B. P. Mast... PUSLISHING DIRECTOR, James R. White 
. .» EDITORIAL DIRECTOR, Hartley W. Barclay . . . 
MANAGING EDITOR, V. M. Hoffman... FIELD EDI- 
TOR, Walter Holmes . . . ADVERTISING EDITOR, 
Lawrence M. Hughes... PACKAGING EDITOR, Frank 
Haring. Advertising Representatives: Charles R. Larson, 
R. B. Whitley, Pat Powell, Jack Grier, A. M. Morse, Jr- 
and Joseph Mehr . . . Southern Representatives: Willis 
Osborn, Grant Bldg., Atlanta, Ga... . Pacific Coast Repre- 
sentatives: Blanchard-Nichols, 111 Sutter St., San Fran- 
cisco, Calif., and 1212 Lincoln Bldg., Los Angeles, Calif. 
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ADVERTISING AGE 


December 8, 1934 


PLYMOUTH WILL 
PLAY UP HIGH 
SPEED SAFETY 


Dealers Given Preview of 
1935 Campaign Plans 


| dress that the safety theme which 
| was adopted with the introduction of 
| all-steel bodies and hydraulic brakes, 


and which has formed the foundation 
of Plymouth’s drives in recent 
years, will continue to play the lead- 
ing role. 

The safety feature, company offi- 
cials believe, is becoming of greater 
importance year by year with the in- 


‘crease of speed limits, the increas- 


ing necessity for more rapid trans- 
portation and the improvement of 
national highways. The urge to 
‘step on it” must be protected, it is 
said. Accordingly, to sell “high- 
speed safety” will be the objective 


|of Plymouth’s ensuing drive. 


Detroit, Mich., Dec. 6.—Safety | 
while driving at high speeds will | 
again be the leading theme in the 
forthcoming campaign introducing 
the new 1935 Plymouth models, un- 
veiled here this week. 

Before a preview audience of 
Michigan dealers for Plymouth cars, 
A. VanDerZee, general sales man- 
ager of Dodge Brothers Corporation, 
outlined the company’s merchandis- 
ing and advertising plan for the 
coming year. “On to the Second 
Million” was the slogan at the meet- 
ing at the Masonic Temple. 

Although the details of the intro- 
ductory and announcement cam- 
paigns were not revealed, it was 
evident from Mr. VanDerZee’s ad- 


New Features Explained 


As proof of the new car’s ability 
to fill this role, Mr. VanDerZee 
hinted at a number of advanced en- 
gineering refinements. Plymouth en- 
gineers, he said, have found a way 
to reduce excessive engine tempera- 
tures and thus lessen what has been 
described as the principal cause of 
engine wear. Other developments to 
promote increased power and econ- 
omy were also indicated. 

Efforts to beautify the Chrysler 
Corporation line will be carried out 
in the Plymouth with more advanced 
streamlining. Comfort, too, is des- 
tined to receive emphasis in the 
1935 sales story. Like the Dodge, the 


l 
Plymouth will reflect engineers’ re-| 


search in weighc distribution. 

The phrase, “the safest low-priced 
ear,” which, incidentally, is likely to 
become virtually a slogan in the field, 
will be the dealer’s most audible cry 
when the drive gets under way. 

Production is under way and ap- 
proximately 2,000 new cars are in 
the hands of dealers. 
of explanatory literature now being 


sent out dealers may more intelli-| 


gently launch their individual sales 
drives when the opening gun is fired. 

Advance orders for the new Ply- 
mouth already have reached a rec- 
ord high, Mr. VanDerZee revealed. 
In fact, he declared, the orders com- 
ing in from dealers who have not 
yet seen the cars are almost double 
those of a year ago. 


Holds Sales Meeting 


Evansville, Ind., will be the scene 
Dec. 10-15 of the “1935 Sales and Ad- 
vertising Conference” of Electrolux 
Refrigerator sales division of Servel, 
Inc., New York. More than 200 sales 
representatives are expected to at- 
tend. 


Borwick with ‘‘Herald’’ 


Richard P. G. Borwick, formerly 
with the New York Times and Qual- 
ity Group, has been appointed promo- 
tion manager of the Washington Her- 
ald. 


USE ENTERTAINMENT TO 
SELL ENTERTAINMENT IN 
AMERICA’S GREATEST 
ENTERTAINMENT CENTER 


HERE’S no better market for the advertising of 
BEER, WINE and LIQUOR than Metropolitan New 


York! 


New York is America’s amusement center. 
are entertainment conscious—more accustomed to enter- 
taining than the people of any other city in America. 


New York has more hotels, night clubs, restaurants 
and amusement places of all sorts than any other city. It 
has more theatres than all the other major cities of the 
country combined. The cocktail hour in New York has 


become an institution. 


And when New Yorkers buy BEER, WINE or 
LIQUOR, they buy it as they buy all their entertainment— 


in liberal quantities. 


What better way to reach this pleasure-bent audience 
than through entertainment itself! 
gram on WOR —the only major New York Radio 
Station which accepts (and welcomes!) wine and 
liquor advertising—you can reach New Yorkers 
effectively and economically. 


Through a radio pro- 


We have some radio program ideas that 
should be of interest to the right parties. 


WOR 


1440 BROADWAY, NEW YORK CITY 


BAMBERGER BROADCASTING SERVICE, INC., NEWARK, N. J. 


CHICAGO: Wm. G. Rambeau, 360 N. Michigan Ave. 
BOSTON: James F. Fay, Statler Bldg. 


=) 


Its people 


With the aid | 


MORE LABOR COPY 
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Los Angeles Railways bought full 
pages in local dailies last week to 
tell why the company could not 
consider rehiring striking employes., 


Shows Building Material 


As a means of making information 
on building materials and methods 
easily available, manufacturers of 
San Francisco are cooperating with 
the Building Materials Exhibit, 557- 
563 Market St., in showing their 
products and advertising them. A 
campaign will start early in the new 
year. 


Hills Takes Own Life 


Reuben W. Hills, 78 years old, 
president of the Hills Bros. Coffee 
Company, shot himself to death in 
his home in San Francisco Nov. 27. 
Mr. Hills was said to have been 
despondent over ill health. 


Seeks More Wattage 
WWL, New Orleans, 


has filed ap- 


| plication with the Federal Communi- | 
Washington | 


;cations Commission in 
for authority to increase its power 
| from 10,000 to 50,000 watts. 


H inline Diaasiadiadl 


Lloyd L. Hamilton, formerly with 
the Wichita Eagle, has been made 
advertising manager of 
Street Journal, Pacific coast edition, 
which he joined a year ago. 


Copy for Whisky 
Brings $300,000 
Culbertson Suit 


New York, Dec. 6.—Ely Culbertson 
received publicity outside his regula; 
bridge columns this week when he 
filed suit in the supreme court for an 
injunction and $300,000 to boot, claim. 
ing that some of his followers think 
the less of him since the appearance 
of an advertisement for Cutty Sark 
whisky in which his name appears. 

Several weeks ago the Buckingham 
Corporation, Cutty Sark distributor, 
started a series of advertisements in 
New York theatre programs. The 
copy appears opposite the Culbertson 
bridge column, which is a regular 
feature of the program. 

At the top of the Buckingham ad. 
vertisement there appears a New 
Yorker-style lady of ample bosom. 
She is shown gazing over toward Mr. 
Culbertson’s column. The text is more 
or less a parody on the column, done 
in a spirit of levity to entertain an 
amusement-seeking audience. 

Mr. Culbertson’s complaint con- 
cerns an advertisement in which the 
buxom lady called across the program 
columns: 


the Wall | will 


“Foul play at the English-American 
|contract bridge matches; Now it can 
{be told. It seems that some anony- 
| mous wolf in butler’s clothing set an 
elaborate buffet, containing Cutty 
| Sark whisky, in plain view of the 
| American team. Naturally, American 
| play was so hurried and harried by 
thoughts of Cutty Sark to come, that 
they nearly dropped the match!” 


| Harry M. Green Directs 
U. S. Rubber Coast Sales 


Harry M. Green has been ap- 

| pointed manager of mechanical goods 
sales, Pacific coast division of United 
States Rubber Products, Inc. 

Mr. Green has been with the com- 
| pany 12 years. He will continue as 
|manager of mechanical goods sales 
|in the San Francisco branch, and 
coordinate his activities with 
| those ot J. B. Brady, general mana- 
|ger of the Pacific coast division. 
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Dubuqueland far above other areas in 1934 corn 
yield. Abeve map shows percentage ef normal yield 


Nearly Twice Towa’s Average 


One of America’s Greatest 
Advertising Opportunities 


Dubuqueland today is enjoying prosperity unequalled since 1920. 
It is one of the few outstanding spots in America that offer imme- 
diate and future business far beyond normal. With a 1934 farm 
income of $85,000,000.00 (estimated), plus about $6,000,000.00 gov- 
ernment lock and dam construction wages (1934-35), plus Dubuque- 
land’s industrial income, advertisers in the Telegraph-Herald and 
Times-Journal are getting “boom time” results. 


The 29,000 eager-to-buy, able-to-buy Telegraph-Herald and Times- 
Journal families in Dubuqueland will receive most of this tremendous 
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ADVERTISING AGE 


There’s not a Yes-Man nor a Yes- 
Mam in the Morton family. They 
know what they want, and want 
what they know. ‘And what they 
want is familiar, branded mer- 
chandise. Strangers are never 
welcome at the Mortons’. 


The Mortons are typical of 
hundreds of thousands of 
AMERICAN families who read 
the Chicago American nightly. 
These bright, modern people 
have been educated by powerful 
advertising to buy only trade- 
marked products, always to 
avoid substitutes. As they buy at 
least half of everything sold in 


Chicago, no manufacturer can 
afford to neglect making their 
acquaintance. Make no mistake 
about this cold business fact: The 
manufacturer who ignores the 
Mortons and their kind of 
ageressive AMERICAN families. 
ignores the more active half of 
the second largest market in 
America. 


The American gives you the 
largest evening circulation in 
Chicago. It gives you more 
home circulation, more young, 
active circulation, more growing 
families. It gives you more busi- 
ness. A word to the wise is— 
Advertise. 


CHICAGO AMERICAN 


- -. more Buying Power to you 


NATIONAL REPRESENTATIVES: Rodney E. Boone Organization 
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Swat the Bootlegger 


Advertising of beer, wine and 
liquor during the first year of repeal 
is reviewed in this issue, as a matter 
agencies 


with the 


of interest to advertisers, 
and publishers concerned 
industry. The volume of advertising, 
while important, has not been as 
large as had been predicted. The 
situation is to explain; it is 
due almost entirely to the continued 
activities of bootleggers. 

According to 
the New York Trust Company, 
the conclusions of which trade au- 
thorities are in general agreement, 
“at the close of the first year of re- 
peal, bootleggers are continuing to 
supply the public with a greater 
quantity of spirits than the entire 
legitimate liquor industry.” 

In New York alone, for instance, 
it is currently estimated that 60 per 
cent of the liquor consumed is sup- 
plied by the bootleggers. 
not much bootlegging direct to con- 
sumers, but the activities of 
illegal 
at dealers and distributors. 

The eliminating the 
bootlegger, giving the legitimate 
manufacturer and importer a fair 
chance to operate, providing a larger 
field for advertising, and 
a much more important revenue fol 


easy 


made by 
with 


a survey 


There is 


sales 


suppliers is directed mainly 


problem of 


the use of 


the Federal government, 
The incentive of large prof 
ability 


ple one. 


its represented by to escape 


normal taxes is sufficient to main 


is not a sim- | 


tain bootlegging activity, and the 
cupidity of dealers who are more con- 
cerned with their own profits than 
the welfare of the industry, 
the satisfaction of the public or the 
interests of the United States Treas- 
ury is a factor which cannot be dis- 
regarded. 

In addition to the efforts of the 
trade to eliminate illegitimate dis- 
tribution, the United States govern- 
ment should redouble its efforts to 
apprehend and punish _ bootleggers. 
Public sentiment, which formerly 
winked at the violation of an un- 
popular law, would now support fully 
the prosecution of those guilty of de- 
frauding the public of legitimate 
products and the Government of its 
just revenues. 

The papers of the 
and liquor industry might perform a 
valuable 
efforts of 
destroy 


either 


business wine 
increasing the 
within the trade to 
bootlegging. The bootlegger 
cannot operate without the assistance 


service in 
those 


of dealers and distributors, who are 


expert enough to be able to detect 
spurious labels and packages which 
might pass muster with the less in- 
formed consumer. 

Advertising interests have a direct 
like the 
the re- 


advertising of 


concern in the matter, since, 
their 


sales 


Treasury, loss through 
and 
legitimate products is directly in pro- 


portion to the 


duction of 


success with which 


the bootleggers continue their opera- 


tions. 


Mr. Nash Has A Good Idea 


kind 
is sometimes 
fact 
presented in 


Ogden Nash, whose peculiar 


of literary production 


called verse, but which in is a 


humorous philosophy 


rhyme only to attract attention, is 
constantly making suggestions which 
seriously but 


may not be intended 


which nevertheless are worthy of be- 
ing taken seriously. 

In his “poem” in the current issue 
of the Saturday Evening Post, headed 
“Third Yellow Waist- 
coats,” he talks of the lugubrious at- 


and 


Floor, Men's 
titude of men toward shopping, 
explains it by the funereal aspect of 
most of the things they purchase for 


their own personal use and adorn- 
ment. As he points out, men’s 
clothes lack color, and only in buy- 
ing neckties and socks (to which 
might also be added shirts) is the 
male desire for color excitement ap- 


peased to any considerable extent. 
His suggestion that designers of 

men’s clothing put more color into 

their products ought to be given care- 


ful thought. 
dustry 


The men’s apparel in- 
has suffered more than other 
lines during the past few years, in- 
dicating that there is nothing that 
men can get along without more 
easily They have 
even indicated a tendency to go with- 
out hats, garters and other minor 
items of apparel, to the distress of 
who see in this reprehensible 
practice a strong tendency toward a 
modified form of nudism. 

Perhaps the shrewd Mr. Nash, in 
spite of his kidding propensities, 
hit on reason for the 
interest of men in clothing. 


than men’s wear. 


those 


lack of 
Perhaps 


one 


color, which is so characteristic of 
everything modern, from advertising 
and motor cars to buildings and 


women’s garb, is the big merchan- 
dising need of this great industry. 
And perhaps even yellow waistcoats, 
for which at present, it is admitted, 
there is no patent demand, may be- 
come a style leader which will show 
the way to prosperity for the men’s 
apparel industry. 


has | 


Byrn Ie a 
- "1 "On sprites raha reverved 


> tor 
ay 


retouched in color 


Here’s a New Idea 


in Teaser Advertising 

To the Editor: “Something Bor- 
rowed!—Something New!” 

Borrowing the “teaser campaign” 
idea, as used in newspapers and pub- 
lications, we create something new 
by using windows for our medium in 
a miniature campaign, announcing | 
our arrival to new quarters. 

It’s a shame to disturb the com- 
placency, serenity and calmness of 
Fifth Avenue, but, 

We are moving to 294 Fifth 
nue, about the first of the year, and, 

What advertising-minded individ- 
ual could overlook the possibilities of 
an audience aggregating tens of thou- 
sands of persons? 

The arrival of any 
Fifth Avenue, or 
for that matter, 
rence. The usual 
ments being sent 
friends. 

However, we felt that the consum- 
ing public would be a receptive and 
highly desired audience. And with} 
extensive alterations, necessitating 
one month for completion, the appeal 
of lettered windows as above barren 
glass, became more and more appar- 
ent, and impressive. 
| The first week, the copy 

GOODY! 
They're Coming . 

Who’s coming? This 
phrase reverts to the Indians. 
no— it’s not the Indians 
coming, rather, 
| It’s a hosiery concern. 
bw second week, we are 
|change the copy to: 

W (hose) 
ON THEIR WAY? 


Ave- 


organization to 
any new address, 
is a prosaic 
formal announce- 
to the ‘“‘trade”’ and 


occur- 


reads: 


enigmatic 
But, 
who are 


And _ so, 
going to 


name, GOODY 
windows. 

We think so! At 
the curiosity 
public, 


our trade 
both 
Effective? 
| rate, 


Cross 

any 

“instinct” of the 

| consuming will have been 

satisfied. 

CHARLES RUDMAN, 

M. Goodman & Son, 
New York. 


Sales Manager, 


= = ow 


Perhaps They Did; 
You Might Check Up 


To the Editor: I notice in the 
Dec. 1 issue of ADVERTISING AGE that 
a C. & O. ad is scheduled to appear 
in Esquire in which a cat is pictured 
as sitting on a fence, exclaiming, 


— Veles of the Adeastions 


The third and final week will see | 
HOSE, ac- | 


TRAGIC TALE OF A STARVING PHOTOGRAPHER 


—Chicago Daily News. 


"Do you mean to stand there and tell me you ate that cake we 
photographed for the baking powder ad? Why, that was to be 


from the 7 


“Holy Cats! 
to Chessie!” 
You don’t suppose that they will 
go so far, do you, as to head this 
ad, “Cheshire Pique’’? 
Or do you? 


Look what’s happened 


PAUL V. FUNK, 
Wasey & Co., 


Erwin, Chicago. 
| 
. v ¥ 


| ee from 


a Subscriber’s Wife 


To the Editor: As the wife of a 
subscriber, and being interested in 
|}commercial art, I find your articles 
lon package designing and _ posters 
| very interesting. 
| I have often wondered, though, 
‘why the spice packers have done 
nothing about their containers. Mod- 
ern recipes call for measurements of 
|teaspoonfuls or the fraction of a 
spoontul, where the oldtime recipes 
called for a shake or a sprinkle of 
spice, but it is almost impossible to 
| measure spices such as ground cloves 
and cinnamon from the present type 
of container without a lot of fuss. 
| And the sifter tops are usually dirt- 
catchers. 

Why can’t we have a can with a 
removable top—preferably a screw- 
top—that has a sifter too? The pres- 
ent type can seldom entirely be 
emptied of contents and some is thus 
wasted. This wasted spice would pay 
for the extra cost of better packaging, 
and I’m sure that I, for one, would 
be more willing to use recipes call- 
ing for spice than I now do if as- 
sured that I didn’t have to waste so 
much time fussing with silly sealed 
sifters when I want a spoonful of 
| Spice. 


MARIE RANDALL, 
Chicago, II]. 
| 
>, = = 
| 
Telegram 

To the Editor: Copy Cub’s recent 
crack about necessity for new food 
|survey is all too true stop have just 
signed with Cleveland Parent Teach- 
ers’ Association to conduct their 
third food survey in May 1935 stop 
survey will show exact effect of A. 
and P. closing and _ distribution 
changes of all grocery products in 
past eighteen months stop you here- 
with have first news of this stupen- 
dous activity if you want to call it 
news. 


F. N. McGEHEE, 
Cleveland Press, Cleveland, O. 


information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 679. Performance Data and Spec- 
ifications of Interest to Marine Ad.- 
vertisers Concerning Yachting. 
This attractive Yachting booklet 

lists marine and general advertisers 

using boating magazines during 1934, 

and outlines Yachting’s pictorial and 

| editorial features. 


No. 680. Newspaper Reading Habits 
of 5,311 New Car Purchasers in 
Iowa, First Six Months 1934. 

A double post-card asked each pur- 
chaser of a new car in Iowa to name 
the daily and Sunday paper which 
he regularly reads, and the name and 
address of the automobile dealer. The 
Des Moines Register and Tribune 
booklet tells the results of the study. 


No. 654. The Gold Rush of ’34. 


A thrilling story of the newest oil 
discoveries in the Oklahoma City 
field, which incidentally points out 
how these discoveries increase the 
buying power and importance of the 
Oklahoma City market. Pyblished by 
the Oklahoma Publishing’ Company. 


No. 635. The Story of WOR—1935 
Edition, 

An exhaustive analysis of WOR’s 
market, the field it serves, its facili- 
ties, and its record of results. Pub- 
lished by Bamberger Broadcasting 
Service. 


No. 659. How NBC Helped Cadillac 
and LaSalle Meet the Challenge of 
1934. 

A supplementary booklet to “Ra- 
dio Enhances Two Distinguished 
Names,” this treatise published by 
National Broadcasting Company 
gives complete details of the incep- 
tion, function and preparation of the 
Cadillac Symphonies program of last 
year. 


‘No. 662. 39,362,031 Women and 22,- 

961,321 Magazines. 

An interesting study of the femi- 
nine market, detailing age groups, 
magazine reading habits, etc., pub- 
lished by Modern Magazines, com- 
prised of Modern Screen, Radio Stars, 
and Modern Romances. Draws an in- 
teresting comparison between the 
women’s magazines and those in the 


movie, radio and romance-fiction 
field. 
No. 621. Route List of Portland Re- 


tail Grocers. 

Published by the Portland Ore- 
gonian, this grocery route list not 
only contains explicit directions for 
routing salesmen to grocery outlets 
in Portland, but it also contains a 
directory of wholesale grocers and 
buyers, chain store groups and buy- 
ers and buying associations. 


No. 617. Cherchez la Femme. 


This story, issued by the Literary 
Digest, relates the adventures of an 
advertiser of a line bought only by 
women. This advertiser, according to 
the survey, is getting more inquiries 
than ever before at lower cost. And 
27 per cent of these inquiries are 
converted into sales. 


No. 627. The Truest Barometer of 

Business. 

An effective demonstration of the 
fact that street car traffic figures suD- 
ply the truest business barometer. 
Contains statistics showing the uD 
ward trend in street car traffic in 4 
number of the country’s most impor- 
tant cities. Published by Barron G. 
Collier, Inc. 


No. 672. Show Now Going On. 

The New York Daily News dresses 
up circulation statistics in unusual 
fashion. Humorous copy and use of 
comic illustrations in color achieve 
a high degree of readability for this 
booklet, which presents comparative 
data on New York dailies’ circulation 
in that metropolis and suburbs by 
borough, districts, towns and coun- 


ties. 
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] his Week is new. For readers, it provides first- 
c 


lass weekend reading; for advertisers, it is a 


new approach to their greatest market. 

But the remarkable thing about Yhis Week is not 
its newness. The 21 papers which sponsor it are 
well known. The oldest has reached the century 
mark; the youngest was publishing when the first 
Roosevelt was President. 

Editorially, Sh7s Week is a logical development of 
a sound publishing idea. Sunday magazines proved 
their worth long ago when Sunday circulations first 
passed daily distribution. 

This Week, published for 21 great newspapers, has 
what no single newspaper could profitably offer; 
and the combination of first run fiction, live articles, 
fine illustration and color, is well-tested as the best 
means of meeting the reading needs of the millions. 

Every mass merchandiser recognizes the sales 


importance of the states east of the Rockies— 


‘America’s ‘A’ Market” — where 88% of the retail 


sales are made and 90% of all wholesale business is 
done. And where Ybis Week's four million circula- 
tion is concentrated. 

Every factor in This Week’s publishing program has 
been tried and tested—even the responsiveness of its 
readers. Last year, advertisers spent some $75,000,000 
in the 21 sponsoring newspapers to reach the same 
four million families who will read Shis Week. 

What publication ever started with more experi- 
ence behind it, with such tangible endorsement 
from advertisers? 


UNITED NEWSPAPERS Magazine Corporation 


420 LEXINGTON AVE., NEW YORK, N.Y. 360 N. MICHIGAN AVE., CHICAGO, ILL. 


GENERAL MOTORS BLDG., DETROIT, MICH. 


Highlights of This Weeks: Over 4,000,000 circulation 
east of the Rockies— America’s “A” Market .... heavy concentra- 
tion in 21 major distribution centers... . a live, colorful weekly . 
magazine distributed with Sunday editions (Saturday edition in 
Chicago) ... . fine quality colorgravure printing at reasonable 


advertising cost.... 


First Issue: February 24, 19.35" 


ATLANTA JOURNAL 
BALTIMORE SUN 
BIRMINGHAM NEWS 
BOSTON HERALD 
BUFFALO TIMES 
CHICAGO DAILY NEWS 
CINCINNATI ENQUIRER 


Associates: 


CLEVELAND PLAIN DEALER 
DALLAS NEWS 

DETROIT NEWS 
INDIANAPOLIS STAR 

MEMPHIS COMMERCIAL APPEAL 
MILWAUKEE JOURNAL 
MINNEAPOLIS JOURNAL 


NEW ORLEANS ITEM-TRIBUNE 

NEW YORK HERALD TRIBUNE +a 
OMAHA WORLD-HERALD J 
PHILADELPHIA RECORD 
PITTSBURGH PRESS : 
ST. LOUIS GLOBE-DEMOCRAT : 
WASHINGTON STAR Ls 
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MARKETERS PUT 
CROWN ON HEAD 
OF JOHN PUBLIC 


“Consumer is King,” A.M.S,. 
Members Agree 


Atlantic City, N. J., Dec. 4.—What 
is good for the consumer is good for 
industry; what is bad for the con- 
sumer is ultimately destructive to in- 
dustry itself. 

The consumer must be king here- 
after. His wants and 
must be the first consideration. 
people must be able to buy 
goods. 

The consumer is building up a tre-| 
mendous demand for definite infor- 
mation about what he buys. A battle 
looms over whether this will come 
about through government-enforced 
grade labeling, or through the evo- 
lution of the nationally advertised 
trademark and the private brand. 


More | 
more | 


| distribution 


'meanwhile the consumer is holding 
| back his purchasing power in resent- 
| ment at the lack of definite facts. 
This is a summary of the view- 
/points brought out at 
convention of the American Market- 
‘ing Society, which was held here Fri- 
day and Saturday. Hot arguments 
developed between advocates of the 
brain trust plan of government 
| grades, supporters of national brands 


|}and spokesmen for private brands— | 
dictator- | 


| but agreement the new 


| ship of 
| band was practically unanimous. 
Ruth O’Brien of Washington, | 
lawyer and chief of the division of 
textiles and oe bureau of home| 
| economics, U. S. Department of Agri-| 
|} culture, drew yee strongest flare-up 
| from the advertising advocates, 
a heated argument for more 
and less ballyhoo in selling. 


on 


facts 


pocketbook | marks are reported in detail else- 


where in this issue. 

Paul T. Cherington, New York, 
consultant, warned the 
meeting that “the consumer 
come more careful about 
really wants, and about 
He is the forgotten man, but 
really is the boss. He may 
vengeful, but he enjoys 
power when he sees how 


what 
getting 


using his 
it works. 


“After experimenting in ponderous | 


But somehow it must come—and 


Gat Blen te Base of 
~and py. ag be Awe 


There's a KICK 


federal government 


the annual | 


the housewife and her hus- | 


with | 


Her re- | 


| of marketing experts in 
has be-| consumer 
he | 
it.| this is 
he! development of chains and mail or- 
not be | 


mechanisms, it | 


is beginning to dawn on American 


_ business that hope for recovery does 
|not lie in artificial boosting of prices, 
or foster- 


curtailment of production, 
ing one group of producers against 


ure. 
are to be restored, 
out of what society is willing and 
able to pay. 

“The 


| will. The supreme task in the whole 


another or giving labor greater leis- 
It is clear that if profits ever 
they must come 


most important single fac- 
tor in human affairs today is sensi- 
tiveness to changes in the popular 


HELP FOR BIRDIES 


Ga | 


PLEASE COMMENCE sow organuny dubs 
ter the purpose of providing our hard pressed 
wild Wie in your community with food The 
cost of grains is low and « leeding sates 


4 ad birds, But he cad ot 
economic field is to cut down the| Sle" Suis. cuss” re i ae yy eumee wo sais Oe oe 
| wastes due to appraising the COM-| sri t stew tne weenie Seem ay ad ot cutee a 


|sumer’s will either 
| too late.” 


inaccurately or 


Reduce Marketing Cost 


Col. 


| York, 


Malcolm C. 
former vice-president of the 
International Telephone and _ Tele- 
graph Corporation and past presi- 
dent of the American Statistical As- 
sociation, pleaded for the cooperation 
“giving the 
assurance of 
He declared 
way through 


Rorty of New 


adequate 
quality at lower cost.” 
already under 


der houses, and that “there is a 
sound profit to be made by the dis- 
tributor who will act in faith as the 
agent for the consumer.” 


“Kither the independents must 


INCE January |, 1934, A. D. (After the Drought) the alco- 
holic beverage (liquor, wine, beer) lineage in the Cincin- 
nati Times-Star totalled more than 73 full pages. Or 182,365 
lines for the first ten months, according to Media Records. This 
is more lineage than was carried during the same period by any 
other newspaper in the entire state of Ohio. 


Reason: Cincinnati has the means to indulge its taste for good 
beer, wine, and liquor .. . and the Times-Star carries the neces- 
sary "kick" for the advertiser to put his product over in the Cin- 


cinnati 


CINCINNATI 


market. 


TIMES-STAR 


HULBERT TAFT, President and Editor-in-Chief 


New York: Martin L. Marsh, 60 E. 


42nd Street 


Chicago: Kellogg M. Patterson, 333 N. Michigan 


MINNEAPOUS 


FEDERAL CARTRIDGE CORPORATION ‘rvesroy 


WE MANUBACTURE AND SELL EXCELLENT AMMUNITION 


Federal Cartridge Corporation, 
Minneapolis, bought small space 
in local dailies this week to urge 
the organizing of sportsmen's clubs 
for the care and feeding of wild 
birds during the winter. 


render an equal service to consum- 
ers, or they must in many lines be- 
come wholly subordinated to the 
chains and mail order houses,” he 
said. “The essential requirement for 
their protection is an active coopera- 
tion between independent producers 


_jand independent retailers in carrying 


through certain adequate descrip- 
tions and guarantees of quality. This 
must be accompanied by the lowering 
of costs which will result from con- 
centrating production and consump- 
tion on a reasonable range of quali- 
ties and grades, based on uniform 
and adequate descriptions and guar- 


antees adopted by all major pro- 
ducers. 
“By recognizing the _ inevitable 


trend, the marketing expert may fa- 
cilitate the transitions and avoid 
useless waste. The ultimate outcome 
will not be a shrinking or disruption 
of the existing marketing mechan- 
ism, but the use of the same machin- 
ery in advertising, production and 
distribution to carry through to the 
ultimate consumer a larger volume 
of goods at lower costs.” 


Population Growth Declining 


Harry Tipper, New York, execu- 
tive vice-president of the American 
Manufacturers Export Association, 
asserted that “the rate of use and 
consumption is the economic basis 
of the whole industrial structure. 
Increase of purchasing power is 
more fundamental than rate of 
wages, profit or interest. What is 
good for the consumer is good for 
industry. 

“Population growth has greatly 
diminished. We must depend mainly 
on increasing the volume and variety 
of consumption by each of the pres- 
ent consumers. The job of taking 
business away from each other will 
become more and more expensive, 
bad for the consumer and industry, 
seriously diminishing the total pur- 
chasing power.” 

Paul Hollister, executive  vice- 
president of R. H. Macy & Co., Inc., 
New York, told of the work of the 
bureau of standards established in 
1927 by that organization to check up 
on manufacturers’ claims, competi- 
tors’ goods and customers’ com- 
plaints, and incidentally discoursed at 
length on the subject of national and 
private brands. His remarks are 
presented in detail elsewhere in this 
issue. 

Dr. Herbert W. Hess, professor of 
merchandising at the Wharton 
School of Finance and Commerce, 
University of Pennsylvania, pointed 
out that “advertising and salesman- 


ship are constantly being endowed 
with new incentives for consumer 


appeal. The consumer is constantly 


peed thus can we foster the maxi- 


made aware of the fact that there are 
new worlds in the making. Mer. 
|chandising and marketing research 
|means keeping the principle of ini- 
| tiative alive in a consuming society. 


mum consumption of goods. And 

| some of us believe that the assimila- 
‘tion or non-assimilation of goods, and 
their uses, is a factor in determining 
| progress and human happiness, or 
| misery and depression.” 


Small Purchases Increasing 


L. J. McCarthy, New York, director 
of marketing for the International 
Magazine Company, pointed out that 
“the federal mints are concentrating 
on not paper money but half dollars, 
quarters, dimes, nickels and pennies. 
September had the largest coinage 
of any month in five years. Small 
cash purchases have become a na- 
tional characteristic. 

“Even during the four depression 
years of 1930 to 1933, there were 
308,000 patents applied for and 
197,000 issued. This American pass- 
ion for improvement cannot be re- 
strained by law or the technocrats. 
It’s the same old pioneer rash break- 
ing out in a different way. 

“One striking example is Briggs 
Auto Body, invading the field of the 
old standard cast iron bathtubs and 
sinks with a new line of lightweight 
drawn steel, radical and beautiful. 
Another is the Howard Home Humi- 
dor, a piece of furniture in which is 
hidden a cigarette vending machine, 
serviced and refilled each week by 
the dealer. 


“Marketing opportunities today 
are legion.” 
Dr. Frank M. Surface of New 


York, vice-president of the Standard 
Oil Company of New Jersey, was 
elected president of the Society for 
the coming year. Prof. Robert Elder 
of Massachusetts Institute of Tech- 
nology was chosen vice-president; 
F. P. Valentine of New York, for- 
mer assistant to the vice-president of 
American Telephone and Telegraph 
Company, secretary; and Frank R. 
Coutant, New York, treasurer. 

Dr. Surface succeeds Dr. Paul H. 
Nystrom of New York, head of the 
marketing department at Columbia 
University, chairman of the national 
retail code authority and president 
of the Limited Price Variety Store 
Association. 


“Greatest Show” 


On Air for Nash 


The greatest collection of talent 
ever brought together for a single 
commercial broadcast will be _ pre- 
sented by the Nash Motors Company 
for its Christmas Day program, 
using the entire Columbia network 
from 2:30 to 5:15 p. m., EST. 

In addition to Lionel Barrymore, 
the cast will include Beatrice Lillie; 
the Don Cossacks, Russian male 
chorus; Alexander Woollcott, acting 
as master of ceremonies; George Ol- 
sen and Ethel Shutta; Clyde Pang: 
born and Col. Roscoe Turner, famous 
flyers; Madame Ernestine Schumann- 
Heink; and the Apollo Club chorus 
of Chicago. J. Walter Thompson 
Company is the agency. 


Teachers Manual Out 


The sixth annual edition of the 
Teachers Manual and Classroom 
Guide, issued to school teachers who 
want to utilize educational facilities 
of the American School of the Air, 
has been released by the Columbia 
Broadcasting System, giving synop- 
ses of each day’s American School 
program for 1934-35 and adding 
schedules on other educational fea- 
tures, such as lectures and concerts. 


Astle Baten Dies 


Arthur W. Eaton, for 50 years a 


paper manufacturer in Pittsfield, 
Mass., died Friday, Nov. 30, in that 
city. Mr. Eaton founded the Eaton 


Paper Company in 1892. 


MASS PLAN-ADVEARTISING 


HOME-TO-HOME DISTRIBUTION OF ADVERTISING AND SAMPLES 


or service tell ‘em 


Sy, 


your invita 


Central Western 
of America, § 


ERT 


RIG 4 ADVERTI 


The age old habit hasn’t changed a bit! Mr. and Mrs. 
Consumer still start their b 
If you want them to think favorably of 


An pe cam gen discussion oS 
ward your partieular prob should re- 
woul many interesting, profit_making truths. We await 


trips from HOME. 


preduct 
t it Lord “MASS PLAN” way. 
FOUB methods 


Office: Advertising Distributors 
0 W. Monroe St., Chicago 
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CAMPBELL-EWALD @& 


To 


, GEORGE WASHINGTON - THE "SPORTSMAN - THE F.F.V. 


CH ESAPEAKE and 


LEADS IN POSTER DESIGN 
ee 
OR the fourth consecutive year — Campbell-Ewald has cal 


won major honors at the National Exhibition of Poster 


ff Y 4 
Step hibe a hillin. 


Art — held annually in Chicago. 
IN AIR CONDITIONED COMFORT 


More than four hundred posters — the finest examples of out- 
door advertising produced in America during the last twelve 


months — competed for recognition this year. 


nf 
——— 
. 


Se 


The judges were ten men and women of national reputation in 


OHIO 


WASHINGTON AND NEW YORK 


* THIRD PRIZE—1934 


art, advertising and merchandising. 


The result — 
To Campbell-Ewald Company — 
First and third prizes 


Four Honorable Mention awards 


And, in addition, twenty-two of the thirty-one posters exhibited 
by Campbell-Ewald were selected for a place among the “One 
Hundred Best Posters of the Year.” 


 . 


During the last four years Campbell-Ewald posters have won 
seven of the twelve major prizes offered at these great 
national exhibitions. 


Here is the record — 
1931 — First and second prizes 
1932 — First prize 
1933 — Second and third prizes 
1934 — First and third prizes 


* HONOR ABLE MENTION 


\. These achievements are mentioned not in any spirit of boasting, 
Yy but merely as an indication of the outstanding creative ability 
Nv that has been assembled in this organization for the benefit of 
L = its clients, and that extends through every department of 
Advertising advertising and merchandising service. 
Pe tin 


“ Advertising Well Directed” is much more than 
u 


catch phrase. 


CAMPBELL-EWALD COMPANY 


HENRY T. EWALD, President 


a mere 


GENERAL MOTORS BUILDING, DETROIT 
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| such work Mr. Hollister deduced ANOTHER 'LEGGER | trusts the store, and doesn’t seem to 
New Agency Group hi HOLLISTER AIRS from the fact that “the vocabularies }expect parlor magic in every pack- 

Sipe Formed in Cc cago | | of certain trades are a little puzzling | age. 
tie ; A new agency organization, as yet FE the layman. The worst quality of | “Some day the manufacturer will 
unnamed, has been formed in Chi- raw silk that you can buy, I am told, ‘6 ” | | realize that his sales will be decided 
cago as an affiliate of the Chicago VIEWS ON BRAND is ‘Best Extra.’ And olives run from Bootleg Coal | |by the amount of money the con- 
: Federated Advertising Club. In an + cee up to large, extra large, sumer can afford to pay. And when 


until the new club gets under way, 
Charles T. Beall, Brandt Advertising 
Company, was named president; W. 
S. Rickett, Buchen Company, vice- 
president, and Charles A. Reincke, | 
Reincke- Ellis- Younggreen & Finn, | 
secretary-treasurer. | 

H. R. Van Gunten, Lord & Thomas, 
and W. F. McClure, Carroll Dean | 
Murphy, are directors. 


Two Accounts to 


Craven & Hedrick 


The Eastern division, the Aridor 
Company, New York, has appointed 
Craven & Hedrick to direct advertis- 
ing of its metal jar and bottle caps. 

Craven & Hedrick have also been 
named by the Euclid Candy Com- 
pany, New York, to advertise its new 
candy bar, “Red Cap,” with Paul 
Hedrick as account executive. 


Renames Devine-T enney 


The Evening Capital and Maryland | 
Gazette, Annapolis, Md., have re- 
turned their national advertising rep- 
resentation to the Devine-Tenney 
Corporation, New York, which firm | 
represented them for six years prior 
to last December. 


we made this entire series. 


advertising. 


Let us tell you how 


S CONTINENTAL 
AY ETHYLS Chotve 


In 1933 we made the entire series of 


ETHYL posters, and again in 1934 


Consistent repeat business, such 
as this, is another instance of the 
confidence placed in us by many 
of the largest users of outdoor 


GRADE LABELING 


Manufacturer - Retailer Co- 
Operation Urged 


Atlantic City, N. J., Dec. 4.—Ap- 
pearing at the annual meeting of the 
American Marketing Society here 


last week-end as a champion of qual- 


ity grading and the _ meritorious 
brand, whether national or private, 
Paul Hollister, executive vice-presi- 


dent of R. H. Macy & Co., New York, 
let fly a number of verbal darts at 


the system of selling as it is now 
practiced. 

. | 

“The manufacturer today realizes 


that accurate grading may be a de- 
ciding factor in his sale,’’ Mr. Hollis- 
ter declared. “The progressive store 
is already taking some steps to ac- 
complish such grading to the satis- 
faction of its customers.” 

That there is plenty of room for 


YH 


mammoth, giant, jumbo, colossal and 
super-colossal.” 

As for brands, Mr. Hollister main- 
| tained that “any man has the privi- 
| lege of trying to make and sell an 
|article which he believes the public 
|ecan and will pay for. He ought to 
have little difficulty in persuading 
| the public to try it once. If he ex- 
| pects to stay in business he must 
| have repeat sales, and his trademark 
| will save the public’s time in seeking 
| the article. 

“Trademarks once served to trace 
inferior merchandise back to its per- 
petrator. Today it is taken for 
granted that the manufacturer or 
store really wants the product to be 
traced back through its brand, early 
and often. 

Discusses Criticism 


“If the product contains merit, its 
| brand will grow in esteem. By and 
| large, the product with merit 
will sell less well, no matter whose 
name it may bear. 

“One hears today a torrent of criti- 
of this that advertiser for 
|} the claims he makes for his product 
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economy can be effect. 
ed without sacrificing 
quality, service and 


speed. 
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| Statement 


Is a Dishonest Fuel 


Anthracite operators of Lacka- 
wanna County, Pa., are sponsoring 
a series of newspaper advertise- 
ments, of which this is the second, 
warning against the invasion of 
"bootleg" coal. 


claims palpably unsupportable. The 
critics overlook the fact that there is 
adequate merit in the product irre- 
spective of the extravagant claims. 
Few enlightened people believe one 
cigarette will ‘give a lift’ greater 
than any other, or that a certain 
dentifrice will cure everything but 
leprosy. It is not the special claims 


made for brands which will decide 
their ultimate existence; it is the 
merit in them which the public 
craves.” 


Defends Private Brands 


Mr. Hollister took up a vigorous 
defense of the private brand. “The 
national brand manufacturer,’ he 
said, “hasn’t retail distribution, so 
he sets up a lively advertising cam- 
paign to drag his product through 
stores into homes. This sometimes 
forces creation of stores which func- 
tion largely as vending-machines for 
national brands. Large and small 
alike receive a plentiful course of dic- 
tation. The manufacturer, trying to 
maintain his high-price-fixing struc- 
ture, is placed in the position of try- 
ing thereby to restrict the market 
for his own goods. 

“The corner merchant says: ‘I 
know there is a market for such an 
article this if I can bring it in 
reach of the mass pocketbook. I will 
make one myself, or have it made, to 
strict specification, with no national 
advertising costs, traveling, or high- 
pressure selling in the price. 
I will put my own name on it and 
stand behind it.’ And there is born 
the private brand. 

“It is succeeding rapidly. Its out- 
look is the brightest, subject to intel- 
ligent handling. 


as 


costs 


Private Brand Flexible 
“It may be argued that the na- 
tional advertiser did the pioneer 
work and the retail merchant is 


merely a camp follower. 
be true in isolated cases, and the na- 
tional brand-maker has_ certainly 
taken some long and gallant gam- 
bles. But that very conflict reveals 
the practical weakness of the na- 
tional brand—inflexibility. The pri- 
vate brand can move with the mar- 
ket; it can stay near the consumer's 
purchasing power. 

“The merchant's advertising brings 


tears to the professional man. No 
sumptuous campaigns in color; no 
thrilling photos or paintings; no 


fabulous hypnotism, nor promise of 
perennial youth, riches, or the 
adoration of his family. No anodyne 
to his nerves, or social uplift. 
a plain statement ‘aspirin, good aspi- 
rin, too, 19 cents for 100 tablets,’ or 
a walloping big halftone of the cor- 
ner of a striped mattress, with the 
that it’s well made with 
such and such materials, 
so and so, and costs $8.94. 

“The ad man thinks it’s pretty ter- 
rible. But it puts meritorious aspi- 
rin into the consumer's gullet, and a 
proper night’s sleep under his frame, 
for all he ought to be asked to pay. 
Today the retail customer 


or 


That may 


measures | 


simply | 


|done today 
| make its future brilliant. 


he and the store link arms to get the 
most units to the most people, either 
national or private brand or both, 
you will see really efficient distribu- 
tion of branded goods. It’s being 
in enough instances to 
And there 
never has been a time when two good 
names in alliance were not a little 
more than twice as trustworthy and 
fruitful of goodwill as either one 
alone.” 


Unique Book Aids 
Local Advertisers 


The Star-Journal Publishing Cor- 
poration, Pueblo, Colo., publisher of 
the Star-Journal and the Chieftain, 
has just issued the third edition of 
an unusually complete and compre- 
hensive book for the information and 
instruction of retail advertisers, 
called “Communicating With the 
Buying Public at a Profit.” 

The book, written by Wm. Keith 
Chick, advertising manager, sells for 
$1.25 a copy, and contains a wealth 
of information of definite value to 
local advertisers, especially small 
merchants who cannot afford to em- 


ploy specialized talent to prepare 
their advertising. The function of 


advertising and the mechanical de- 
tails of putting an advertisement to- 
gether are handled in simple, non- 
technical language which can readily 
be understood without any special 
knowledge of these subjects. 


Catanich Appointed 


Joseph Catanich has been ap- 
pointed sales manager of the Free- 
man Lang sound studios in Holly- 
wood. He will continue his radio 
instructorship in the extension divi- 
sion of the University of California, 
Los Angeles. 


Issues Special Number 

In celebration of the 75th anni- 
versary of its founding, the Nebraska 
Farmer has issued a special number 
containing historical articles dealing 
with the growth of Nebraska agricul- 
ture during the period. 


ENGINEERS, EXECUTIVES 
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Published by the 


Society of Automotive Engineers 
Incorporated 


29 West 39th St., New York 
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NEW 
CATALOGUE OF $10 
STOCK PICTURES 


Contains over 1000 subjects, cov- 
ered by model releases and avail- 
able at once. Send $5 for catalogue. 
We refund with first picture order. 
Catalogue also available on 10 
days’ approval. 


UNDERWOOD 
AND UNDERWOOD 


NEW YORK + CHICAGO * DETROIT 
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One Hundred Halls like this 
wouldn't hold the Women who 
read Ghe Buston Vost daily 
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Visualize 115 halls like this packed to capacity---and get the real picture of 
the vast home-delivered circulation of New England’s Leading Newspaper 


Here is buying power en masse—yet actually less than 1% 
of the real circulation of The Boston Post—3000 women, 
assembled in Symphony Hall, to attend “Foods on Parade”— 
a cooking school arranged by the National Live Stock and 


Meat Board, advertised exclusively in The Boston Post. 
There were four afternoon sessions of the School—all equally 
crowded—yet this capacity audience is less than ONE per cent 
of the circulation of New England’s Great Newspaper. 


Compare this latest net paid Morning Globe 131,093 
circulation of The Boston Post with Evening Globe 136,042 
that of the compulsory-combina- Morning Herald 119,647 
tion morning and evening papers % Evening Traveler 160,076 


More than a third-of-a-million people “start the day right” reading The Boston Post—the hundred-year-old dependable FAMILY NEWSPAPER. 
For over THIRTY YEARS The Boston Post has led all other New England daily newspapers in number of readers—yet it has never given a 
premium to bribe subscribers or resorted to strong-arm methods to secure circulation. 
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Chicago, Dec. 6—The wet tide, where whisky becomes legal Feb. 10, 
continues to roll in, only eight states and West Virginia, where it will be 
clinging to their bone-dry category | available on March 1. 
of other years, a survey by The bone dry states are Georgia, 
ADVERTISING AGE reveals as the first | Kansas, Mississippi, North Carolina, 
year of federal repeal comes to an! North Dakota, South Carolina, Ten- 
end. Though drys in three others nessee and Utah. Those which are 
are temporarily in command, it ap-| still clinging to prohibition, in spite 
pears that in some of these, at least, | of newly awakened public sentiment, 
public sentiment favors repeal. Five | are Arkansas, Oklahoma and Texas. | 
others seem almost certain to be- Those which seem likely to sanc- | 
come wet in 1955, in addition to/tion liquor in 1935 are Alabama, | 
those which have definitely forsaken Idaho, Nebraska, South Dakota, and | 
wg Page Raye iia son Dalieniie: i eae How the country looks from the wet and dry angle today. White states are dry, those covered with 
where whisky may be served in 29 Wet States oblique lines are wet, the five states in the plaid tone are at present dry, but likely to become wet shortly, 
restaurants Dec. 20, after having) Florida is wet in 42 counties, while| and the three Southern states shown in halftone screen are dry, with only a slight possibility of a change 
been available only in homes; Maine, |28 other states and the District of in their status in the near future. 
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‘Columbia are already enjoying 
whisky when they feel in the mood. 
| This list includes Arizona, Colo- 
rado, Connecticut, Delaware, Illinois, 
Indiana, Iowa, Kentucky, Louisiana, 
Maryland, Massachusetts, Michigan, 
Minnesota, Missouri, Montana, Ne- 
vada, New Hampshire, New Jersey, 
New Mexico, New York, Ohio, Ore- 
gon, Pennsylvania, Rhode Island, 
Vermont, Virginia, Washington and 
Wisconsin. 


There are some anomalous situa- 
tions even in these wet states. Mon- 
tana has not yet legalized beer 
stronger than 3.2, while the citizens 
of Iowa may drink hard liquor, but 
may not read any of its advertising. 

A summary of the situation in 
every state in the union follows: 


ALABAMA—Though wet _ senti- 
ment was manifested July 18, 1933, 
by ratification of the 21st amend- 
ment, legislative action will be nec- 
essary before Alabama can legally 
enjoy beer, wine or liquor. The leg- 
islature convenes in January, 1935, 
and no less an authority than Pete 
B. Jarman, Jr., Secretary of State, 
expects introduction of the required 
measures. 

ARIZONA—Beer, wine and liquor 
are legal in this state and there 
are no advertising restrictions be- 
yond those dictated by good taste 
and the individual sentiment of pub- 
lishers. 

ARKANSAS—Beer is legal in 
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FEDERAL HOUSING ACT 


No matter how careful the selection of media, how brilliant the 


copy, an advertising campaign cannot succeed unless consumers 


° Recent Washington figures on the Feder:! 
are able to locate authorized dealers. 


Housing Act show 17.71 per cent of all 


DIRECT loans go for the modernizing ond ss. 
° ae ° y 2. 8, 
Many agencies and advertising managers overlook this fact. But CLASSIFIED TELEPHONE aN... og D  -ygellaeaalaalianas 
such advertisers as Frividaire »S ime ‘ tle " 2 Whether or not you obtain your share of 
such advertisers as Frigidaire, De Soto, Mimeograph, Philceo, Good ie locks dae Tchases, aude tan tare teens nee 
° eel t hmen 's Time —" ing your present dealers on their toes, and 
year (and others) have seen the need and have included “Where Wate ETEX WATCHCLOCK pRropuct having proper access to desirable, potential 
Paral ° ° ‘ ‘oe > " 0 : dealers. The most economical way to ac- 
to Buy It” Service in their budgets. By identifying their dealers in nes 4 pet Ex complish this is by placing your story in 
: . : ‘ilibe: PATROL—_ ed 
this way they inerease sales... check substitution. new AUTOMATIC HEAT 
Rs ‘ ei os ‘ . ECO — CLOCKS — nd Al NDI NIN 
Under this low-cost dealer identification plan the advertiser lists ‘ WATCHMS SALES and SERVICE and AIR CONDITIONING 


The only paper in this industry reaching 
all classes of dealers 


AUTOMATIC HEAT and AIR CONDITIONING 
| 1900 Prairie Avenue Chicago, Illinois 


“ , — ‘lassifie le > ‘wos tine ‘reve > « ” 
his trade mark in classified tele phone directories Wherever he has ncn as ae, 
ETEX PATROL wen hts 350 
pele wm N Co Ellicott 8a--- : So 
 SETEX ECO. PORTABLE A 
= sant ELECTRIC a 
Co 518 High. ..GA fd 
+EX NEWMAN 


distribution. Authorized dealers list their names below the trade 


mark. Prospects are then able to locate dealers easily and quickly. 
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Full information about this service — and about consumer usage 


— 


North Electric 
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of the classified directory — on request. a daynes Electrical $9 4, yiag. .WA shel BAZ AY SCHOOLS 
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| maintained or operated within this | Section 9 of the Liquor Control Act|the District is vested in the Alco-|lieve Idaho's 17-year drouth. Until return 
| etete * |banned other types of advertising | holic Beverage Control Board, com-| that legislation goes into the statute that li 
. There are no restrictions on ad-|for two years, including direct mail. | prised of three members. | books, however, 8.3 per cent beer only i 
|vertising of beer, wine or liquor.|The Delaware Liquor Commission| FLORIDA—At the recent elections |is the only beverage that may be and th 
Supervision is exercised by the /|has interpreted the clause as “allow-|in Florida 42 of 63 counties made | made, sold or advertised. tions 
IN WE | State Board of Equalization. | ing any importer licensed to do busi-|the sale of ge wine and a Illinois Is Wet jiquor 
~, slaw sj ‘ Be sse 42 counties contain a sien ¢ 
COLORADO — Beer, wine and|ness in Delaware to send circulars legal. The se ) - a ILLINOI@—Any Illinois voter ma: sign @ 
suet ize ‘liquor are legal in Colorado and may |to all licensees in that state, pro-| majority of the state’s population, . - 4 . , “e that t 
yr are Le c c c s P sae aia Se s ack P é y ases . | 
(Continued from Page 16) ee advertised without restraint. The 'viding the circulars are confined to|including such cities as Miami, Jack- ance ng ng - = ee a, dicina 
; lo ‘a ‘est ir ti on oan tion is |a statement of the importer’s name, |sonville and Pensacola. provides it = = — oS tA sacrar 
Arkansas only when alcoholic con- ponte ean F Gheas shall eg in| place of business, the brands he| The advertising situation presents |Or in a saloon. Beyond this Play must | 
tent is restricted to 3.2 per cent. page lives Pe bs pat sci 8 he con- | carries or is prepared to furnish, la paradox. According to F. E. Hen-|on words, the sky is the limit. The preval 
Liquor, wine and advertising thereof |“ pane “ht , a et be a res-| Price lists, hours and terms of de-|derson, auditor of the State Malt Illinois Liquor Control Commission one q 
are still banned. Here again, how-|S¥™med, unless such place cae ae | livery.” and Vinous Beverage Department,|™makes up the rules. eat 
ver, there is considerable agitation | @Urant or club or a dining car of ae F |'Tallahassee, it is illegal to adver- INDIANA—While sale and advye, liquor 
niga a Te , stat dan and a|a railroad train engaged in ‘the “This shall not include the send- | sunnigae omsctehelme nse gl at: | ieemeiiias: Telaian Gar Gade: eadad Gand, anion ae liq 
for liberalizing the statutes ¢ ..|transportation of passengers. AJ|ing of any advertising furnished by |tise liquor, even in wet « S. | tising Tr, é 1 are LO 
hot fight is predicted when the legis- | ae ‘ak ae dalek tat ieei aaaamlian P distiller, brewer or other dealer Apparently, however, public senti-|legal in Indiana, the state has op all its 
lature meets in January. con “ikane no less than 51 per cent eine any ash tray, paper cutter, cal-|ment governs the situation. Liquor posed return of the saloon by pro- same 
Change California Law ‘of the gross receipts are derived |endar, blotter or other souvenir.” | copy is being accepted by a majority viding that liquor may be sold for The 1 
j fr the sale of food or meals. The |of the newspapers in wet counties |immediate consumption only in ho jtory 
CALIFORNIA—Already available | "ron tnt ver is the supervisory | Counties Decide Issue and no action has been taken to/tels, restaurants and clubs. Drug lected 
in the home, liquor returns to a oh : reasu : Ps sor) DIOTRICT OF COLUMBIA—Alco- | prevent its appearance. Distribution | gists, grocers and others may sel] The 
¢ sstaurants Dec. 20, 1954. os. : : a i ciate le ft i sex ‘kages. is situation Pe 
a —y - hes heen ni Eastern States Wet ‘holic beverages flow freely in the |Channels are also left in doubt by only sealed packages. This situation vails, 
Heretofore the diner has bee C Pee (ree age "ieee bey er conflicting laws. may be changed by the legislature, thems 
ic b d wine CONNECTICUT—T hough thi s | District of Columbia and advertising . ; ses 
stricted to eer an . : Z ees cieeund lv restric: GEORGIA — This state’s long which meets in January. jiquor 
While California takes this final | State is generally wet, hotels, restau-|is also permitted. The only res _ - ented i kp The only advertising restrictions 
sets : 1 f pre te rants and clubs may serve only beer | tion is in the use of signs. Section | standing prohibition against sale or a , . t si aoa roheneerte a 
restorative cay Pp ™ Sy Potet and wine, while taverns are limited|8 of the Act of Congress reads as| possession of intoxicating liquors, tee Mar Ab gy agit provers og : 
, _ > * elac € « , € Sy ve a‘ si . oa ion artic me side o 
the epee ga mir st ‘vee to beer. Thus there is no “spot” | follows: | Wines or beer continues in eect. |! eth es occupied by a_ deale: =n 
continues adamant aga — . j “ons j | ann of - advertiseme f any IDAHO—Though the state’s con- | Premises Pacts E a - — ing W 
of the saloon. The State Liquor Con- | !iquor consumption. No sign or advertisement of any . ge : ; .| Though this provision is still on the ox 
trol Act provides that “no public| The state act provides for local op-| kind whatsoever, relating to alco-|stitutional prohibition against liquor cata We aan desde dence ten 1935, 
saloon, public bar or bar-room or tion, making liquor legal until a con-| holic beverages, displayed on the |was repealed Nov. 6, the action must can permanently enjoined from ‘a. passe 
other ‘public drinking place where |trary preference is expressed. exterior of, or visible from the ex-| be re-ratified by the legislature be- tate Liagge vet te 
intoxicating liquors to be used for DELAWARE—Alcoholic beverages | terior of, any licensed premises shall|fore it becomes law. The legisla- lowa—I hia ‘eal cilia ales ts MA 
any purpose shall be kept, bought,|of all kinds are legal in Delaware |contain or make any reference to/| ture, starting a 60-day session Jan. iieaeanael but not advertised. Beer almos 
sold, consumed, or otherwise dis-|and such drinks may be advertised |the price of any alcoholic beverage.” |1, 1935, is oyoteentigs he snag gece oF a per cent or less may be beth con aipteae 
: 7 a ae ablishe j swspapers. radio ¢ “s. | ‘he supervisi : » industry in |form of state control which will re- . 2On- ‘ 
posed of, shall ever be established,|in newspapers, radio and posters.| The supervision of the ind y Mm | a _ |sumed and advertised. This contra- poe 
——— = : dictory situation is the result of a 
mandate by the Iowa liquor Control MA 
Commission, authorized to make Beve 
rules and regulations not inconsis- Mass 
tent with the Iowa Liquor Control use 
Act for a period of one year, expiring mpe 
Mareh %&, 1935. State stores are for ' 
operated. we 
of li 
Kansas Holds Fast loud 
KANSAS—The home of Carrie of fF 
Nation continues dry, with the ex- room 
|ception of 3.2 per cent beer, which from 
|is being sold and advertised under use 
,a Supreme Court decision holding licen 
|that the burden of proving such a MI 
beverage intoxicating is placed upon ing 
| the shoulders of enforcement au- lique 
| thorities. Though the state legisla- chie! 
| ture convenes in January, consensus and 
fhe that the laws will be tightened, lets 
|rather than relaxed, in view of the adve 
| 75,000 dry majority registered at barr 
the November election. tion 
| KENTUCKY—The Liquor Control dist 
| Act, passed March 17, 1934, contains thro 
|no provisions anent advertising and 01 
|the State Tax Commission, which sell 
| has power to promulgate rules and only 
/regulations on advertising, has not vote 
availed itself of the authority. Hence righ 
there is no restriction on advertising M 
of beer, wine or liquor. Kentucky per 
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has made an effort to prevent the 
return of the saloon by providing 
that liquor shall be sold by the drink 
only in hotels, restaurants and clubs 
and that food sales of these institu- 
tions must be at least as great as 
jiquor sales. Buyers of liquor must 
sign an application blank attesting 
that the purchase is made for “‘me} 
dicinal, scientific, mechanical or 
sacramental purposes,” and each 
must indicate which of these reasons 
prevails. Each buyer is limited to 
one quart of spirituous liquor each 
seven days, or one case of malt 
liquor each 15 days. 

LOUISIANA — Liquor is legal in 
all its forms in Louisiana and the 
same applies to advertising thereof. 
The legislature repealed the prohib- 
jtory act of 1921 in 1933, but neg- 
lected to enact a control law. 

Theoretically, local option pre- 
vails, but few parishes have availed | 
themselves of the right to prohibit | 
jiquor. | 


Change Due in Maine 


MAINE—Liquor and its advertic- | 
ing will become legal in Maine Feb., | 
1935, 90 days after the legislature | 
passed the law. Detailed rules are | 
yet to be announced. 


MARYLAND — Wet Maryland is | 
almost without advertising restric- 
tions, the single one preventing 
manufacturers from presenting signs 
worth more than $5 to retailers. 


MASSACHUSETTS—The Alcoholic 
Beverages Control Commission of 
Massachusetts has prohibited ‘the 
use of any advertising matter of an 
improper or objectionable nature” 
for beer, wine or liquor. The com- 
mission has also banned advertising 
of liquor by vehicles equipped with 
loud speakers, and has restricted use 
of price lists to the interior of 
rooms, where they may not be seen 


apply to fermented malt beverages 
or wines containing not more than 
25 per cent of alcohol by. weight.” 

Outdoor advertising of liquor is per- 
mitted only in the commercial sec- 
tions of municipalities where its 
sale has been licensed. The ban 
against use of pictures of girls, 
women and children applies to out- 
door liquor advertising. 


The state regulations also restrict | 
| without 


the number of outlets according to 
population. In a few towns, munici- 
pal dispensaries are operated, though 


this is contrary to the general situ- | 
| sumption 


ation. 


, | 
Unusual Regulations lof towns of smaller size 


MISSISSIPPI — Light wines and. 


bidden list. Beer may have an alco- 
holic content of four per cent by 
weight, while wines are given a max- 
imum alcoholic content of 14 per 
cent by weight. Advertising of these 
products is permitted. Whisky was 
defeated 2 to 1 in a referendum 
last July. 

MISSOURI—While Missouri is a 
wet state, and advertising of beer, 
wine and liquor may be done almost 
restriction, many unusual 
regulations are in effect as far as 
distribution is concerned. Liquor 
may be bought for immediate con- 
from licensed dealers in 
cities of 20,000 and up, but residents 
must vote 
on the question before such a set-up 


liquor of any alcoholic content are 
legal in Montana, beer is illegal 
when it contains more than 3.2 per 
cent alcohol by weight. Liquor may 
be advertised in newspapers and 
periodicals, but not on posters or 
any outdoor sign. Each advertise- 
ment must omit prices and state 
| that liquor is for sale only at State 
Liquor Stores. There are no restrie- 
‘tions on the advertising of beer of 


legal alcoholic content. The State 
Board of Equalization administers 
ithe Montana Beer Act, while the 


|Montana Liquor Control Board is in 
|charge of liquor administration. The 
Montana legislature meets in Jan- 
| uary. 

| NEBRASKA - 


Though Nebraska 


of 109,967 voted for repeal, liquor 
will not be available until the legis- 
lature passes the necessary laws at 
its meeting in January. It is ex- 
pected to indicate the conditions 
under which liquor may be manu- 
factured, distributed and advertised. 


Must Omit Prices 


NEVADA—While Nevada is wet, 
each city within its borders has the 
right to regulate the sales of beer, 
wines and liquor or other beverages 
“now or hereafter authorized to be 
sold by act of Congress.” 
| NEW HAMPSHIRE — This state 
|joined the wet ranks in June, 1934, 
but confines distribution of liquor to 
state stores. Advertising in news- 


from the outside. It also forbids 
use of any games of chance by 
licensees to aid sales of liquor. 


MICHIGAN — Regulations govern- 
ing advertising of beer, wine and 
liquor in Michigan have been aimed 
chiefly against permitting distillers 
and brewers to identify retail out- 
lets by name and address in their 
advertising. Names of retailers are 
barred in such copy. This proscrip- 
tion affects chiefly the beer field, as 
distribution of whisky is primarily 
through state stores. 

Only hotels and restaurants may 
sell liquor by the drink, and these 
only when the legislative body or the 
voters of a city have given them the 
right. 

MINNESOTA — No state which 
permits the sale of liquor in a large 
part of its area by local option has 
imposed such severe advertising cen- 
sorship as has Minnesota. The 
Liquor Control Act of 1924 laid down 
the principle that “unrestricted ad- 
vertising of intoxicating liquor is 
contrary to public policy.” In line 
with this statement, the Liquor Con- 
trol Commissioner has issued de- 


tailed regulations, of which the fol- 


lowing are excerpts: 


Women’s Pictures Barred 


“All advertisements of intoxicating 


liquors must be dignified in appear- 
unce and cannot cohtain illustra- 
tions of girls, women or children. 
Advertisements of fermented malt 
beverages and wines containing not 
more than 25 per cent of alcohol by 
weight may contain illustrations of 
girls, women and children, provided 
they are dignified in appearance. 


“All advertisements of intoxicat- 
ing liquors must be true and correct 
in all statements used. Advertise- 
ments urging the use of intoxicating 
liquors and describing the same as 
being beneficial and healthful are 
prohibited. 


“Advertisements of manutacturers 
and wholesalers must contain the 
following statement: ‘This adver- 
tisement is not intended to solicit 
the sale of intoxicating liquor to the 
consumer.’ 

“No person shall solicit direct 
sales of intoxicating liquor to the 
consumer by means of mail order 
advertisements. 

“Advertisements of intoxicating 
liquor shall not state the price of 
such liquor in newspapers, maga- 
zines, periodicals and _handbills, 
provided that this section shall not 


beer constitute this state’s beverage |is sanctioned. 
MONTANA — Though 


range, whisky still being on the for- | 


swung into the wet 


wine and 
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November election, when a majority 


papers, magazines, and other peri- 
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Gem Keeps Up 
the Good Work 


Profits by Lesson Learned 


in Survey of Results| 


166 Users Per 100 Queries | 


Full Page Units Keep 
Switching Shavers to Gem 


NEW YorRK, Dec. 8—The purpose of the 
American Safety Razor Corporation’s ad- 
vertising in The Literary Digest has been 
to persuade men to try the Gem Micro- 
matic Safety Razor, and it encourages 
prompt action with a substantial 25¢ offer. 


Digest readers proved exceptionally | 


willing to try the Gem Micromatic, their 


consistently high percentage of inquiries | 


placing The Digest at or near the top of 
the Gem list month after month in low cost 
per inquiry. 


But Did They Keep on Using Gems? 


To find out in what proportion Digest 
readers kept on using Gems once they 
tried them, an impartial investigation was 
carried out by an outside agency, working 
in conjunction with the advertiser. It was 
found that not only did a large percentage 
of Digest inquirers adopt the Gem for 
themselves, but also that they were so 
pleased with it that they sent a resounding 
chorus of praise out among their friends. 
The result was 166 new users of Gem 
Micromatic Razors for every 100 inquir- 
ies received. 

Well aware that the response of The 
Digest audience is practically inexhaus- 
tible, Gem is continuing in full page units 
to switch Digest readers and their cronies 
to the new Gem Micromatic. 


Gem is not the only advertiser to check | 


tangible results in The Digest in the past 
two years. In rapid succession E. T. 
Wright, Transatlantic Steamships, Lane 
Bryant, Eberhard Faber, Remington 
Rand, American Optical, Armstrong and 
now Conoco have conducted similar sur- 
veys and found results equally profitable. 
Copies of these records of tangible adver- 
tising return are available to advertisers 
and agencies seeking 1935 media with a 


reputation for proven results. 


+—- _ 
COATED STOCK FOR COLOR 
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The new and striking Digest covers, and 
all 4-color forms throughout the book, are 
now printed on a high-grade coated stock 
for finer reproduction. 
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151 New National 
Advertisers in °34 
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Pay Mass Rates for 
Digest’s Class Circulation 


SSS 


NEw York, Dec. 8—151 new national 
advertisers have used The Literary Digest 
in 1934, a nice tribute to the new editorial 
policies which have greatly increased 
reader interest and have enabled The 
- Digest to produce for advertisers tangible 
-results unequalled in its 44 years of 
_ existence. 

With its guaranteed circulation of 
1,000,000 reader-families, proven influen- 
tial and well-to-do by every accepted yard- 
stick, and with remarkably low cost per 


page per 1,000, The Digest is delivering | 


and will continue to deliver class circula- 
tion at mass rates. 


“Get Busy. Detroit!’ Keynote 
of Newest Digest Mailing 


Conoco Survey Shows 
Digest Motorists Active 


2172 Queries Netlga¢3 Trips 


Reveals Data of Interest 
to Automotive Advertisers 


NEw York, Dec. 8—The Conoco Travel 
Bureau, a division of Continental Oil Co., 
has just completed a survey conducted in 
conjunction with The Literary Digest to 
determine results of the 1934 Conoco cam- 
paign in The Digest. The survey, carried 
out by an impartial agency, reveals that 
the increased activity reported in Detroit 
for 1935 started in the ranks of The 
Digest’s 1,000,000 readers last April. 

The Conoco campaign of 6 insertions 
produced phenomenal returns. 2,172 in- 
quiries at a cost of .78 each were received 
from Digest readers, by far the best 
record among the 6 national weeklies on 
the list. Of these 2,172 inquiries, 82% or 
1,843 made whole or partial trips as out- 
lined by the Conoco Travel Bureau. 


Concrete Returns Please Conoco 


Of even greater interest to Conoco, how- 
ever, were the concrete results revealed 
by the survey. To the 1,843 Digest motor- 
ists making the trips Conoco sold 188,936 
gallons of gasoline, and 16,941 quarts of 
oil. So pleased were Digest motorists with 
Conoco products that they told friends 
and neighbors, with the result that Conoco 
can now account for 2,770 new users of 
Conoco Gasoline and 2,622 new users of 
Conoco Motor Oil—better than 114 new 
users of Conoco products for every $1.00 
of Digest expenditure. 

The brochure describing the results of 
the Conoco survey also contains much ad- 
ditional information of interest to auto- 
motive advertisers—the total mileage 
rolled up on the 1,848 trips, the total gas 
and oil consumption, the make of cars and 
tires used, and the age of the cars used. 

Copies of the brochure are available to 
advertisers interested in a tangible, dol- 


lars-and-cents record of advertising re- — 


turn at low cost. 
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29 STATES NOW 
IN WET COLUMN 


(Continued from Page 19) 
odicals and radio is legal if it omits 
prices. Outdoor advertising of liquor 
is forbidden, but this situation will 
probably be changed by the legisla- 
ture in January, 1935. 

NEW JERSEY—New Jersey went 
wet a year ago, not allowing the 


governor's veto to prevent it from 
enjoying beer, wines and _ liquors. 
The Aleoholic Beverage Control 


Commission has promulgated no reg- 
ulations restricting advertising. 
NEW MEXICO—This state is gen- 
erally wet, although the Lane Law 
of 1933 provides for local option in 
counties or municipalities of more 
than 10,000. The State Board of 
Liquor Control has laid down no re- 
strictions on advertising. 
Few Laws in New York 
NEW YORK—Extremely wet, New 
York’s chief restrictions on adver- 
tising are confined to signs on the 


premises of licensees. None are per- 
mitted on the exterior. Those on 


the interior are confined to 15x18 
inches and shall not be placed in 
windows. 


NORTH CAROLINA—This state is 
in the dry class, permitting only the 
sale of 5.2 per cent beer. The legis- 
lature meets soon but is not ex- 
pected to change the situation. 


NORTH DAKOTA—Proposed lib- 
eralization of dry laws was rebuffed 
at the June election and 3.2 beer is 
the strongest available. 

OH!IO—Though Ohio is wet, severe 
restrictions on advertising have 
been promulgated by the Liquor 
Control Board. Liquor advertising 
may give the locations of state 
stores where it may be purchased, 
together with the retail price. It 
may also list permit holders author- 
ized to sell liquor by the drink, but 
such copy may not specify the price 
per drink. 

Liquor and wine are sold by the 
drink only in hotels and restaurants 
unless voters have declared their 
preference otherwise. 

“No advertising copy shall in its 
composition condone or encourage 
excessive use of spirituous liquor, 
wine or beer, nor shall illustrations 
portray intoxication or lewdness.” 

Signs on the exterior of any es- 
tablishment shall not cost more than 
$100 and shall advertise only the 
product of the manufacturer or 
wholesaler. Such signs are barred 
altogether on the premises of per- 
mit holders. 

OKLAHOMA—Repeal will be an 
issue in 1935. In the meanwhile, 3.2 
per cent beer is the strongest bev- 
erage which is legal. 


Stringent Rules Enforced 


OREGON—While Oregon is wet, 
the Liquor Control Commission has 
ruled advertising with an iron hand. 
In addition, the law provides that 
no beverage with an alcoholic con- 
tent of more than 14 per cent can 
be served over the counter. There 
is no restriction on content of liquor 
sold by the package. Newspaper ad- 
vertising cannot indicate the alco- 
holic content and must be generally 
dignified in character. State stores 
take care of distribution. 


PENNSYLVANIA—Liquor is sold 
chiefly through state stores. Few 


advertising regulations have been 
promulgated by the Liquor Control 
Board. 


RHODE !ISLAND—The state law 
legalizing liquor mentions advertis- 
ing in only two instances: Advertis- 
ing matter may not be placed in 
saloon windows in such a way as to 
restrict the view of passers-by into 
the premises. Druggists holding a 
limited Class A license are prohib- 


ited from either advertising or dis- 
playing liquor or its package. 
Only multiple store owners who 


are registered pharmacists, or others 
entitled to dispense medicines and 
poisons, are entitled to a license. 
SOUTH CAROLINA — Tradition- 
ally dry, except for 3.2 per cent beer. 
(Continued on Page 22) 
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Advertiser—Brands 


Schenley Distillers 

New York 
General 
Golden Wedding 
Mayflower Whisky 
Cream of 
Coronet 


Corporation, 


Kentucky Whisks 
Gin 


James Kk, Pepper Whisky. 
CEOS. Bete csceesonnensveves 
BOCOrG) FMM isis ctoness 


Silver Wedding Gin.... 

National Distillers Products Cor- 

poration, New 
Sn . sicupnk ad de eehhaeerus 
Crab Orchard Whisky........ 
Brigadier Whisky ....... 
Old Overholt Whisky 


telle of Nelson Whisky... 


Penn-Maryland, Inc. (subsidiary), 
New York 


Continental Distillers 
tion, Philadelphia 


Corpora 


Cavalier Gin 
tittenhouse 


Shipping Port Whisky 


Hiram Walker & Sons, Inc., 
Detroit 


Browne Vintners Company, Ince., 


Liquor Accounts 


fact is revealed by an investigation 
made for AbVERTISING AGE by R. W. 
Ferrel, general manager of the Na- 


Lord & Thomas 
New 


Erwin, Wasey 
York New 


Lawrence 
Inc., 


Campbell-Ewald 
pany, Detroit 


Prove a Boon to | 
New York Agents 


| per 


New York, Dec. 6 —Insistence 
upon New York agency service on 
the part of distillers and vintners 
has resulted in the establishment 
of 21 new agency organizations in 
this city in the period between 
April, 1933, and August, 1934. This | 


Leading Beer, Wine and Liguor Advertisers 


First Nine Months, 1934 


Agency Total 


York 


1,684,682 


York 

274,019 
1990 062 
189,421 
89,817 


96,252 


108,551 


Fertig & Co.,, 
York 


New 
162,186 
eat ane 115,890 
278.076 

1,386,627 


Al Paul Lefton Conipany, 
Ine. 


Philadelphia 


984,006 


Joseph FE. Seagrams & Sons, Inc., The Blackman Company 
New York NOW TOK. o6isi eae ; 781,043 
Frankfort Distilleries, Inc., Young & Rubicam, Ine 
Louisville, Ky. New York 
Pe SOREN: CEN i640 46 ecoe sees een ceekereectwsrae BOaeee 
ee ae ll, rere 7 St 


140,425 


619,392 


Gooderham & Worts, Ltd., Fletcher & Ellis, Ine., 

New York New York 
: & W Whisky ......... sem ee ota Oe oa.e {83,801 
> ae We. BARR CO. bos ep eiee oe6s cwne sean 69,763 


boob ,oOn4 


Com- 
194,004 


115,905 
88,650 


428 roo 
Fleischmann Distilling Corpora- J. Walter Thompson 
tion, New York Company, Ine., 
Somerset Importers, Ltd., MO TOCE. 604064005 ; 77,064 
New York L. H. Hartman Com- 
pany, Ine., New York 
POORER PINE Cues tebe deb OS Eee beeen keke baw 130,602 
Ge Tee WOT 6.6 cee cba ReReRT CED Reale TEED AHEM 36,110 
266,712 
Schieffelin & Co., Geare-Marston, Ine., 
New York New York 


104 S80 
82,998 


White-Lowell Company, 


New York New York 

White Horse Scotch Whieky.......-scccrecvseaee LTO 047 
Canada Dry Ginger Ale, Inc., J. M. Mathes, Ine 
New York New York 

oN) Eee eT ee eee eee ee ee eee ee 64,842 

CSO ree CN veiw td nesaee eed ene +-F85945'ES 77,872 

142,714 

Park & Tilford Import Company, Chas. M. Storm, lic 
New York New York 


VEE SD BOSCe Fe ie bb 6.66 Se Hee Oe meee eee gtigene 76,186 
DIAPER DB COURS 65.5 $6560 24558 Se GE eR 54,280 
130,466 

Distilled Liquors Corporation, Ruthrauff & Ryan, In 
New York New York 

ELTIGICE. MOTIOIBEE A456 sands enwes er ee eee : LOO 958 
G. Ik. Heublein & Bro., Lavin & Co., 
Hartford, Conn. soston 

SRR RB 6 ass atk 6 2b 0 Oe ORE Valea ee eles sie ene ae > 90,500 
W. A. Taylor & Co., Richardson Alley & Rich- 
New York ards Company, New York 

Martin’ &: TOSS! VEFMOUE: occ oi oe ea a hs eer es Rakes S7T.87S8 
Bunce Allen, Cheltenham Advertising, 
New York New York 

ROI eNE TE: REID: vec boa b:3 wid 0, Se Oe eee Oe ek ee bees 83,319 
Calvert-Maryland Distilling Ralph H. Jones Com 
Company, New York pany, New York 

CRT ORe SMI a2o0is species SO nas ass ei kere ee 79,907 
Glenmore Distilleries Company, Reincke-E1llis- Young 
Louisville, Ky. green & Finn, Chicago T5474 
Ben-Burk, Ine., Badger & Browning, Ince., 
soston boston 

Old Mr. Boston Gin.. aes Peace ee hie arate Te,044 
W. & H. Walker, Inc., W. S. Hill Company, 
Pittsburgh Pittsburgh 

SORSReCETGLT DS “OR IEEOS «3 ks a/a:p 0 orks & ale are. Re Oe. 2 sen 61.914 
Brown-Forman Distilling Com- Ruthrauff & Ryan, In 
pany, Louisville, Ky. New York 

Be) ek RS eee ee be ar eee ea ee 61,396 
American Distilling Company, Sellers Service, Ine 
New York New York ... Pete 54,236 
Laird & Company, United Advertising 
Scobeyville, N. J. Agency, New York 

Serre DS PRO TOC 6.66%. 6.6 ds Wes ak we OER Se WOE ON oe a rehene 50,476 


tional Register Publishing Company. 
There are a total of 773 national 


and sectional advertisers in the 
alcoholic beverages classification of 


the Standard Advertising Register 
and, according to Mr. Ferrel, 141 of 
these, mostly brewers who operate 
in limited territories, place their ad- 
vertising direct. Of the remainder, 
245, or nearly 40 per cent, have ap- 
pointed New York agencies. All the 
truly national brewers as well as 95 
cent of the distillers and vint- 
ners employ agency service 

The fact that there are 141 direct 
advertisers in this field, it is pointed 
out, may be due to the shortage of 
agency facilities in the liquor 


cap- | 


Lineage for all newspapers in 87 cities as shown in Media Records Nine Months’ 


LIQUOR 


Blue Book. 
| Advertiser—Brands Agency Tota 
|B. B. Dorf & Co., Ine., Peck Advertising Agency, 
New York New York 
Seen Oi EO eo oe nn keh bre ees 
Premier-Pabst Sales Company, Morris, Windmuller & 
Chicago Ensinger, Inc., Chicago 
NM NTN Si a at ae eo aie alot net SIREN aaa aie ae Hod 
Anheuser-Busch, Inc., D’Arcy Advertising Com- 
St. Louis pany, Ine., St. Louis 
SIGENOE Newesickek ata +eesdameeke areas tana wnadetae $5 t 
Joseph Schlitz Brewing Co Batten, Barton, Durstine 
Milwaukee & Osborn, Inc., Chicago 
EEE dawere eon seine ers de ORES. Ea een cew 296 ' 
Klau-Van Pietersom- 
Blatz Brewing Company, Dunlap-Associates, Inc., 
Milwaukee Milwaukee 
EU Nore. n gh aa PEGE Ste, cae Ere o's ack aie alae OSE Ok we aOklS kOe wi Hit 
| 
|} Canada Dry Ginger Ale, Inc., J. M. Mathes, Inc., 
| New York New York 
NO eo ee Demat BIBS ths ae Ne aed ake Rr NB res os ti 
Adolph Coors Company, Hower Advertising 
Golden, Colo. Agency, Denver 
NN Nahe ik re Sree iarard. b/s i bis SO EI WU A Eee los 
| Croft Brewing Company, McCann-Erickson, Ince., 
| Boston New York 
RR cc cece tn ee ee Gees TARR ERT POE Dhe RPee hoses seen 1 ( 
John Eichler Brewing Company, Geare-Marston, Ince., 
New York New York 
“atin ced -xa 8E'6-a-s Ca WSR Re ee ae bila ee ee 121,¢ 
| Kmil Brisacher & Staff, 
|California Brewing Association, Kay Directed Advertis- 
|! San Francisco ing, Inc., San Francisco 
| NS RS a ca I A i ale ie oa re ee LOG 6S] 
| Liebmann Breweries, Newell-Emmett Company, 
Brooklyn Inc., New York 
Rheingold bhi de are a-8-3 Soak eee Rel wae deere as 104,072 
Sterling Brewers, Ince., Ruthrauff & Ryan, Inc., 
Evansville, Ind. Chicago 
aha dhs od icin.’ a0 6 al OE ON eee 68 we eee ded ae rye 
Drewrys Ltd., J. R. Hamilton Adver- 
Chicago tising Agency, Chicago 
eR MUO Gg co kee. Sie dik a5 eRe E ERT RE SNR 6 Be Aa es o 
Jacob Ruppert, Brewer, Kelly, Nason & Roose- 
New York velt, Inc., New York 
ee | LOE OCT TERT TE CCRT CR TT ee eee ee S6,TS7 
F. & M. Schaefer Brewing Com- fatten, Barton, Dur- 
pany, Brooklyn stine & Osborn, Inc., 
New York 
NO Sy oi¥. acs 9°54 A a Gk ow aw we Rea Re bold bd aa OO Sonn 
ted Top Brewing Company, Jesse M. Joseph Adver- 
Cincinnati tising Agency, Cincinnati 
SE NN MLE «9 o % 5:59 RSM deo ORI eae aoe ae a ds See walk 73,1 
Harvard Brewing Company, Chas. W. Hoyt Company, 
Lowell, Mass. Boston 
SE ak bare earhia WA Oe SHEER he eR REE wares 2 
Los Angeles Brewing Company, Scholts Advertising Serv- 
Los Angeles ice, Los Angeles 
NS SG i ieks 4 kee ob ewrk RTE ee CTE as oe 63,609 
Richard A, Foley Ad- 
Adam Scheidt Brewing Company, vertising Agency, Inc., 
Norristown, Pa. Philadelphia 
OD Og ea ae ree ee ee ee er eyo a el ee ae ‘ Ho 
P. Ballantine & Sons, Benton & Bowles, Ine., 
Newark, N. J. New York 
ee eet eee ee ae er ene ee ey ee Hh2,S¢ 
Gulf Brewing Company, Tracy-Locke-Dawson, 
Houston, Texas Inc., Dallas 
CP Pe 66h 6 56450 cS OMAR E EDAD ERT Te WHR 59,017 
| Stroh Brewing Company, Zimmer-WKeller Company, 
|} Detroit Detroit 
Pe. ceeeeewes oars Ch Pe S.0' WS CDESC 2 ORES RES S411 
|. Schmidt & Sons, Ine., \l Paul Lefton Com- 
| Philadelphia pany, Philadelphia 
| Schmidt's = Sa Soe Ben & TRS Ee Oe MR OR H) 
Haffenreffer & Co., Ine., Albert) Frank-Guenther 
Boston Law, Ine Boston 
PICO BIO £5 600% oh 0s R46 REWEe Oe hare osd ease awes 207 
Fruit Industries, Ltd., Fletcher & Ellis, Ine., 
Los Angeles New York 
UE SOMEONE) Uh rt a Ss 3s. oni 58 Wlarlien de & Bid ok aR wil Se 05,462 
REED few a) syestwace eS oe AS Ga 6-4E5 se Pee any oid ae oh wlbeoa 15,870 
ug, 4 
Paul Garrett & Co., Ine., Young & Rubicam, Ine., 
Brooklyn New York 
ya OR kg or ree ae eer er en 7,900 
Hutchins Advertising 
Kk. G. Lyons & Raas Company, Company, 
San Francisco Rochester, N. ¥ 
Rum ENEMIES! 65 one oan lacbhS Side eee Ne ee ad R- 
L. N. Renault & Sons, Al Paul Lefton Com- 
Egg Harbor, N. J. pany, Philadelphia 
UN as. $e Grune aka anh 4) oa bob ES ene Re Ee ee eas 2 
i.eon Livingston Adver- 
Italian Swiss Colony, tising Agency, 
San Francisco San Francisco 
BN GS ae are)! | Re eal Pa ee 2t t 
Spitzer Brothers, Inc., Peck Advertising 
New York Agency, New York 
EME GIER yoru atari. s Wint his, a's ee bre ean eae ld ici eke: LS 
Tavlor Wine Company, Moser & Cotins, Ine., 
Hammondsport, N. Y. Utica 
Taylor RE a Ee a ee a li 
| Goggi Brothers, W. I. Tracy, Ince., 
New York New York 
{ REIN hich ota sates Gypon aia a cae Re a en ete ae be ee eee LO oe 
ital of the United States, which has}is concerned. There were 62. elimi 
been aggravated by the success of |nations between April, 1933, and 
some of the large companies in ap-| August, 1934, and 73 new agencies 
propriating more than one agency /and branches were established in 


by dividing the products and estab- 
lishing subsidiary companies. 


On the other hand, pressure of 
the law of demand has been great 
;enough to crack more than one 


agency’s policy against the handling 
of competitive accounts, although in 
such instances the lines of products 
advertised by the agency usually 
differ in type or price range. 

It appears that the influx of wet 
goods advertisers came just in time 
to prevent a decline in a number 
of agency units as far as New York 


the same period. Had it not been 
for the 21 agencies formed primarily 
to service wine and _ liquor 
tisers there would have been a net 
ijloss of 11. 


adver- 


Liggett Talks to Dealers 

L. K. Liggett, president of United 
| Drug Company, addressed the 10,0" 
Rexall dealers in the United State> 
Dec. 2 from London. The talk was 
feature on United Druse > 
afternoon symphony pr! 


an added 
Sunday 
gram. 
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Wore s@®klahoma farmers close the 
A is ie Ne ay Y * « 
Vs] Ps crop year with feed in the 


Vow ANDi and money in their pockets 


With a gain of 27°, in 1934 over the cash farm income for 1933 and a I11% in- 


crease over the income for 1932, Oklahoma farmers close their books on a profit- 


able year. 
In benefit payments under the Agricultural Adjustment Administration program for 7 
wheat, cotton, corn and hog reduction, Oklahoma ranks second among all states in re “ate 


payments to farmers to September Ist, 1934, and in total payments, which will run on 


through 1935, will rank fourth among all states. 


Old indebtedness has been paid off with a part of the 1934 income and right now 
Oklahoma farmers are in better position to buy than at any time during the past 
four years. National forecasters of business conditions agree that you can look to 
Oklahoma for increased business today and during the next six months. Be sure that 


this farming area is on YOUR list for concentrated sales effort in 1935. 


THE OKLAHOMA FARMER-STOCKMAN 


OKLAHOMA CITY, OKLA. 
201,250 Circulation in Oklahoma and North Texas 


| | MOST FAVORABLE 


fate 
| | FAIR, ne 


LEAST FAVORABLE 


Babson’s sales and credit forecast for 
November shows Oklahoma one of but 
cight states in which sales opportunities 
are MOST FAVORABLE. 
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‘IN WET COLUMN 


(Continued from Page 2) 

SOUTH DAKOTA — This state 
went wet at the November election, 
but no intoxicating liquors can be 
sold until appropriate action is taken 
by the legislature. It is expected 
to remove the final barriers at the 
session starting Jan. 8, 1935 


Southern States Ory 


TENNESSEE — Though the state 
legislature convenes in January, it 
is not expected to change the state's 
record as bone dry. 

TEXAS—Though Texas is still in 
the dry list, there is considerable 
sentiment in favor of a change. A 
referendum will be taken at the 
meeting of the legislature in Jan- 
uary and it is expected to authorize 
an election to be held in May. 

UTAH—Dry except for 3.2 beer. 

VERMONT—In returning to the 
wet list, Vermont singled out out- 
door advertising for proscription, 
specifically confining liquor adver- 
tising to newspapers, periodicals 
and radio. Packaged liquor is sold 
through state stores; drinks by ho- 
tels, restaurants and clubs. 


VIRGINIA—Retail liquor advertis- 
ing is forbidden under this regula- 
tion of the Alcoholic Beverage Con- 
trol Board, Richmond: 

“Alcoholic beverage advertising, 
with the exception of wines and 
beers, shall not contain any appeal 
to buy at any specified place in this 
state, nor shall it contain any ap- 
peal to order by mail from any loca- 
tion whatsoever. The signature, if 
any, on all alcoholic beverage adver- 
tisements, other than wines and 
beers, must be that of the distiller 
or wholesaler.” 

Other rulings provide that descrip- 
tive matter in advertising shall con- 
form exactly with that on labels. 
The board has banned undignified 
illustrations, while neither subject 
matter nor illustrations shall induce 
minors to drink nor depict them in 
the act of drinking alcoholic bev- 
erages. 

Finally, “no alcoholic beverage ad- 
vertising, other than wines and 
beers, shall suggest any beneficial 
or tonic effect from the drinking 
thereof,” but shall be confined “to 
a moderate statement of the qual- 
ities distinguishing that brand of 
liquor only.” 


Washington ts Strict 


WASHINGTON—While Washing- 
ton is a wet state, the State Liquor 
Control Board maintains a firm grasp 
on the sale of liquor through its 
own stores or agencies. No adver- 
tising shall contain the words, 
“bar,” “bar-room,” “saloon,” or words 
of like or similar import. The name 
of a retailer shall not appear in or 
as part of or supplementary to the 


advertising of a manufacturer, dis- 
tributor, or beer wholesaler. 
“Signs or other advertising mat- 


ter within the licensed premises of 
a retailer shall not be of an obnox- 
ious, gaudy, blatant or offensive 
nature and shall in no manner 
obstruct the view of the interior of 
the premises from the street.” The 
area of such signs is limited to 630 
square inches. 

The board also has ruled that ex- 
tension of more than ten days’ 
credit to a retailer by a beer manu- 
facturer or distributor shall be prima 
facie evidence of a financial interest 
in the establishment contrary to 
law. 


WEST VIRGINIA—Liquor will be- 
come legal in West Virginia March 
1, 1935, and may be advertised with- 
out restriction pending regulatory 
measures to be enacted by the legis- 
lature. 

WISCONSIN—While the Wiscon- 
sin Liquor Control Law provides for 
local option, the major portion of 
the state is wet. The state treasurer 
and local authorities administer the 
law. The only advertising regula- 
tion concerns providing signs to re- 
tailers, their maximum value being 
placed at $25. 


WYOMING—Votew of this state 


have given the legislature power to 
pass a law legalizing sale of wines, 


liquor as of March 1, 1935 


A. N. A. Adds Two 
to Membership 


Frankfort Distilleries, Inc., Louis- 
ville, Ky., and Van Camp Sea Foods 
Company, Terminal Island, Cal., 


have been admitted to membership 
jin the Association of National Ad- 
| vertisers, Inc. 

J. L. Moloney, Frankfort vice- 
president, and R. P. Harper, vice- 
president of Van Camp, will repre- 
sent their companies in the associa- 


tion. 


Rudman With Goodman 


Charles K. Rudman, sales consult- 
ant and writer of selling books, has 
been made sales and promotion man- 
ager for Goody women’s hose, fea- 
tured brand of M. Goodman & Son, 
New York, who plan a direct mail 
and point of sale prog:am. 


liquors and beer of more than 3.2 
per cent. The legislature meets in| 
January and will probably legalize 


ADVERTISING AGE 


Pabst Biggest 
Beer Sponsor 
On Air Lanes 


Chicago, Dec. 6.--Beer was adver- 
tised on the two major networks 
during the first ten months of 1934 
to the extent of $415,211, or 1.25 per 
cent of the total time sales of $33,- 
841,454. Liquor out- 
lawed on both CBS 
networks, 

Premier-Pabst Sales Company, Chi- 
cago, led the beer broadcast parade, 
spending $220,905 promote Blue 
Ribbon malt and The sum of 
$151,951 was spent by Schlitz Brew- 
ing Company, Milwaukee, adver- 
tise beer over the air. 

Atlas Special Brew was advertised 
by the Atlas Brewing Company, Chi- 
cago, at a time cost of $21,753, while 


advertising is 
the NBC 


and 


to 
beer, 


to 


the Blatz Brewing Company, Mil- 
waukee, brewer of Old Heidelberg 
beer, spent $15,680. The Cereal 


Products Corporation, San Fran- 
cisco, made an outlay of $1,692 to 
promote sales of Acme beer. 

The Columbia Broadcasting Sys- 


vertising. National Broadcasting 
Company takes beer advertising, but 
wine accounts have not yet been 
handled. 

Only beer and wine advertising is 
broadcast by the Don Lte_ Broad- 
casting System and the New Eng- 
land Network. The Wisconsin League 
of Radio Stations takes 
counts. 

While certain 
tual 
liquor 


beer ac- 


the Mu- 
accept 
programs 


stations of 
Broadcasting System 

accounts, chain 
carrying such advertising are not 
broadcast by other MBS stations 
whose policies exclude liquor adver- 
tising. 

Beer, wine and liquor advertising 
is accepted by the American Broad- 
casting System, the Mason-Dixon 


Radio Group, the Michigan Radio 
Network, the Northern California 
Broadcasting System, the Southern 


California Network, and the Yankee 


tem is accepting beer and wine ad- | 


December 38, 1934 


Network. The Southwest Network 
operates in dry territory and there. 
fore does not handle this type of 
advertising. 


Adeastiadnes | Class to 
Publish Ad “Spectator” 


A fortnightly newspaper, which 
may become a weekly, made its ap 
pearance this week as official organ 
of the Advertising and Selling Class 
numbering about 350, and alumni o|! 
last year’s class in the annual cours: 
conducted by the Advertising Club o} 
New York. 

The first issue, mimeographed in 
four pages, appeared under the styl: 
“The Advertising Spectator.” Cros 
well Bowen is editor; Abe Litwin 
business manager; J. W. Robertson 
publicity manager, and Willard 
Hurst, art director. 


Gets Seed Account 
The Stevens-Davis Company, Chi 
cago agency, has been appointed to 
place advertising of the John A. Sal! 
zer Seed Company, La Crosse, Wis 
Farm papers and general magazines 
will be used. 


YOUNG AUTHORS AND 


ind the Post 


Loox OVER any list of 


writers who have arrived. 


Surprising how many of 


them trace their success to 


have been successful. 


- COREY FORD” 


the day their work first merited accep- 


tance by The Saturday Evening Post. 


Look over any list of advertisers who 


Amazing how many of them, too, trace 
their public acceptance to the day they 


started advertising in Post pages. 


ade 


OLIVER LA FARGE | 


going on right n 


This isn’t yesterday’s history only. It’s 


names among today’s Post authors— 


/\ 
WALTER D. EDMONDS 


ow. You’ll find new 


names very apt to become the “big 


names” of tomorrow. You'll find new 


equally likely to 


names among advertisers, too—names 


names of the future. 


be the big industrial 


_ EVERETT FREEMAN ~ + #£=RUTH RODNEY KING 


GEORGE BRADSHAW 


For The Saturday Eve- 
ning Post has proved its 
ability to pick editorial 


winners—and has proved, 


too, as advertisers will tell you, its abil- 


ity to make sales winners of the worthy 


products presented in Post advertising. 
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about two and one-half per cent of| was taken by Hiram Walker & Sons, $13,456, J J & S Dublin Whisky, 
the grand total of $100,688,877 spent | which spent $205,640. Canadian Club | $35,600, and Martini & Rossi Ver- | 
)over the same period by advertisers | Whisky received the lion’s share of , mouth, $97,230. 
|of all types in the 77 national mag-| Hiram Walker promotion, $200,965) (Companies spending amounts be- | 
azines measured by National Adver-| being spent on it, while $4,350 was | tween $70,000 and $100,000 were: 


| 
IN SPACE BOUGHT |tising Records, but it was a much|spent in promoting King, Queen &| National Distillers Products Cor- 
larger portion of the total adver-|Jack of Clubs Whisky, and London | poration, New York, liquors, Lacy 
tising revenue of those publications | Dry Gin copy accounted for $325 of | Joseph Schlitz Brewing Company, 
FROM MAGAZINES carrying beer, wine and liquor ad-/the total. | Milwaukee, Schlitz Beer, $75,750; | 
vertising. Anheuser-Busch, Inc., St. Louis, | gchieffelin & Co.. New York, 


total | 

This is true because only 31 of|took fourth place in national maga-| of $79,869, of which $66,108 was for 

: the magazines measured, or about |Zine advertising, making an outlay| Three Star Hennessy Brandy, and | 

Beer, Liquor Total for Year 40 per cent, accepted business in|0f $171,375 for promotion of Bud- | $13,761 for Teacher's Scotch Whisky; 

these classifications, the remaining|weiser Beer. An expenditure of| park & Tilford, New York, liquors, | 
Put at $2 500 000 46, including practically all of the $161,430 by Frankfort Distilleries, §s2 150. 

’ j women’s magazines, refusing to | Inc., Louisville, in advertising its 

take it. liquors, earned it fifth place in the 


sins L Pp d magazine tabulation. In the $40,000 to $60,000 class | 
for the first 11 months of 1934 for Gchenley Leads Parade In the class of beer, liquor or wine | were: 

national magazines which are pub-| Schenley Distillers Corporation, | companies spending $100,000 to} A. Guinness & Son, Ltd., Dublin, 
lished monthly, and for the first ten| New York, which spent $258,618 in| $150,000 promoting their products | tre} land, Guinness Beer, $42,935; 
months for those which are pub-|@dvertising its wines and liquors in| were: |Penn-Maryland Company, Inc., New 
lished weekly and semi-monthly, ap-| ational magazines, led in advertis-| (Continental Distilling Corporation, | York, total of $45,364, made up of 
proximately $2,500,000 has been ing volume. A close second was the Philadelphia, a total of $145,985, of | blended whiskies, $28,934, and 
spent thus far in 1934 in national|Premier-Pabst Sales Company, Chi-| which Dixie Belle Gin accounted for | Fleischmann’s Dry Gin, $16,430; 
magazine advertising of beer, wine|¢as0, which promoted Pabst Blue/$93.710, and Rittenhouse Square| American Medicinal Spirits Com- 
and liquor. Ribbon Beer sales to the tune of| Whisky, $52,275; and W. A. Taylor| pany, Inc., Louisville, Crab Orchard 
The total expenditure for adver-|$227,151. & Co., New York, a total of $146,286,| Whisky, $47,063; John Walker & 
tising of this nature, $2,497,209, was} Third place in advertising volume|composed of Cusenier Cordials,|Sons, Ltd. Ayrshire, Scotland, 


Other Large Advertisers 


Chicago, Dec. 6.—Based on figures 


YOUNG ADVERTISERS 
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ALLHIDE (newest member of the Pittsburgh more than 65 per cent of America’s gas stations. 


Paint family) was born in 1930—announced 
in double spreads in The Saturday Evening Post. 
Today it is one of the leading flat wall paints. 


Del Maiz advertised their’33 pack in The Saturday 
Evening Post and Ladies’ Home Journal. They sold 
every can before the new season’s crop came in. 

Brakeblok was new in 1931—advertised only in 
The Saturday Evening Post. Sales mounted steadily. 
Today you can buy it anywhere—it ranks among 
the leaders. 


These are quick pictures of quick successes— 
achieved in years when many manufacturers thought 
it wasn’t any use to advertise. 

But they are not unusual pictures. For the power 
that brings young authors quick national fame 
works equally well to win national acceptance for 


Canned oil was a new idea—it has been adver- 
tised regularly in the Post by the Continental Can 


Company since the fall of 1933. Today it is sold in new products advertised in the Post. 


VOX Jo’ 


THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND LIFE TO THEIR CHARACTERS 
IS THE SAME POWER THAT GIVES NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE 


| 


Scotch Whisky, $52,010; Joseph E. 

Seagram & Sons, Inc., New York, 

Seagram’s Fine Whiskies, $59,505. 
Spending between $20,000 and 


| $40,000 advertising their products 


were: 

Gooderham & Worts, Ltd., Toronto, 
G & W liquors, $20,440; Canada Dry 
Ginger Ale, Inc., New York, total of 
$21,930, of which Cinzano Vermouth 


}accounted for $11,312, Hupfel’s Beer 


for $5,100, and Sandeman Wines for 


| $5, 518; G. F. Heublein & Brother, 


Hartford, Conn., total of $23,769, 
made up of Club Cocktails, $11,089, 


|Heublein Liquors, $7,590, and Mil- 


shire Dry Gin, $5,090; G. H. Mumm 
Champagne & Associates, Inc., New 
York, champagnes, wines and liquors, 
$22,907; McKesson Spirits Company, 
Inc., New York, liquors, $23,105; 

Fruit Industries, Inc., Los Angeles, 
Dolly Madison Wine, $24,568; Som- 
erset Importers, Ltd., New York, 
Haig & Haig, liquors, $24,646; Blue- 
bell Importing Corporation, New 
York, liquors, $25,289; F-C-G Import- 
ers, Inc., liquors, $29,065; Tower 
Wines & Spirits Corporation, New 
York, McCallum’s Whisky, $28,875; 
Distilled Liquors Corporation, New 
York, brandies, $30,500; Julius Wile, 
Sons & Co. New York, liquors, 
$23,761. 


Lists 100 Advertisers 


In the $10,000 to $20,000 group of 
advertisers were: 

Felton & Son, Inc., Boston, Felton 
Rums, $10,395; Laird & Co., Ince., 
Scobeyville, N. J., Laird’s Apple 
Jack, $11,900; Alex D. Shaw & Co., 
Inc., New York, liquors, $14,660; F. 
& M. Schaefer Brewing Company, 
Brooklyn, N. Y., Schaefer Beer, 
$17,100; Kingsbury Breweries Com- 
pany, Manitowoc, Wis., Kingsbury 
Beer, $16,698; R. C. Williams & Co., 
Inc., New York, wines and liquors, 
$17,898; John Dewar & Sons, Ltd., 
Perth, Scotland, Dewar’s White 
Label Scotch Whisky, $18,878. 

Sixty-five of the 100 beer, wine 
and liquor advertisers listed by Na- 
tional Advertising Records’ spent 
between $750 and $10,000. Accounts 
spending less than $750 each during 
the period accounted for a total ex- 
penditure of $5,476. 

During 1933, $695,430 was spent in 
the same group of national maga- 
zines for beer, wine and liquor ad- 
vertising, all, or most of this, com- 
ing from breweries. 


Juries Named for 
1935 Packaging Awards 


Personnel of two juries to judge 
entries in the 1935 Packaging Awards 
Competition was announced this 
week by Alvin E. Dodd, executive 
vice-president of the American Man- 
agement Association, New York, 
which is the sponsor. 

Judges for the awards on distinc- 
tive merit in packaging design and 
the Irwin D. Wolf Trophy will be 
Prof. Ralph S. Alexander, Columbia 
University; Richard F. Bach, Metro- 
politan Museum of Art, New York; 
Lucien Bernhard, artist; Katharine 
Fisher, Good Housekeeping Institute; 
Paul Hollister, R. H. Macy & Co., 
Inc.; Alice Hughes, New York Amer- 
ican; Frederick C. Kendall, Adver- 
tising and Selling; Ray M. Schmitz, 
General Foods Corporation; and 
Marion C. Taylor, Vogue. 

The jury on distinctive merit in 
technical packaging development will 
be Elmer Sheets, The Drug and Qos- 
metic Industry; Alice Blinn, Ladies’ 
Home Journal; William M. Bristol, 
Jr., Bristol-Myers Company; James 
Henry, E. Pritchard, Inc.; Dr. Stroud 
Jordan, Stroud Jordan Laboratories; 
J. C. Lewis, E. R. Squibb & Sons; 
and A. G. Shell, Hills Brothers Com- 
pany 

Judging will be in New York Feb. 
8, closing date for entries being four 


/days before this. All entries will be 


on exhibition at the Fifth Packaging 
Exposition, Palmer House, Chicago, 
March 5-8, where a program of con- 
ferences and clinics is planned. 


Wrigley Series Resumes 


Under the sponsorship of Wrigley’s 
Spearmint toothpaste, Harry Reser 
and his orchestra, Peg La Centra, 
contralto, and Ray Heatherton, bari- 
tone, will return to the air Dec. 9 at 
4:30 p. m., EST on NBC-WEAF. 


Colt’s Picks Agency 


Effective Jan. 1, advertising of 
Colt’s Patent Fire Arms Mfg. Com- 
pany, Hartford, Conn., will be han- 
dled by Wood, Putnam & Wood Com- 
pany, Boston. 
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Variety of Appeals 
Noted in First Year 


Of Beer, Liquor Copy 


Competitive Angle Developing Rapidly 
Novelty Wears Off 


New York, Dec. 6.—While the dis- 
tillers, vintners and brewers enjoyed 
their long hibernation, their adver- 


forgotten and offered to renew 


happened. By insisting on an i 


As 


the | 
old intimacy as though nothing had | 


ntro- 


tising executives and agents re-| duction to all those who had not 
mained thoroughly wide-awake to}|reached their majority before pro- 
advertising progress. hibition, some of the old foreign 


Alcoholic beverage copy the past |brands went so far as 
year not only runs the gamut of| praise the dry sleuths. 
tested and proved appeals and tech-| With felicitations out of the 
niques developed since the birth of|the liquor, wine and beer 


lavishly to 


way, 


HUMAN INTEREST 


quickly dismissed as absurd any 
danger that his brand would be 
| counterfeited. 


| sively employed during the first year 
lof repeal, cognizance being taken 
lof the fact that American drinkers 
jas a rule prefer straight drinks and 
a few standard mixtures among the 
highballs and cocktails. More effort 
Was expended in recommending the 
most important ingredients of popu- 
llar drinks than in suggesting new 
| ones. 

In color pages in magazines and 
large space in newspapers Frankfort 


| 


Recipe promotion was not exten- | 


STRICTLY COMPETITIVE 


prohibition but displays unusual re- 
sourcefulness in capitalizing both | 
favorable and unfavorable circum- | 
stances and in avoiding the barriers 


tisers turned to serious merchandis- 
ing. Many were quick to detect the 
consumers’ fear of imitations and 
hastened to quiet any apprehension 


Distilleries, Inc., have discussed the 

making of a good julep, asking to 

; be excused from passing opinion on | 3 

| WHEN GENTLEMEN AGREE | |whether or not the mint left in the “a 

; | |julep should be crushed put show- Sx 

| | eeronis ing no hesitancy in recommending ’ mee 4! 

| Budweise Paul Jones and Antique for the mix- ‘ AY LLOW! Y'S sal, F 

ter a aytan mutes: 5 | ture. aah 

we: Gooderham & Worts, Ltd, have} |, .,,,,¢5 ae eae 
adver- | Budweiser quickly revived the hu- staked out a claim on the old- 


which might exist where 
brands were concerned. 


erected before bigger markets by 
federal and state governments and 
certain sections of the public. 

Good judgment was brought into | 
play by the wet goods advertisers| Most copy of this kind has 
promptly as the knell of prohibition | tured tamper-proof packages, or 
was sounded, when they tactfully | refillable bottles, 
intimated that all was forgiven and 


Containers Often Featured 


their 


fea- 
non- 


but the advertiser 
of Cora vermouth found it necessary 


i i iki fashioned. Some of this company’s | 
nt Veg = ng agp “ne pened gil adress: eli | One of the few examples of really 
| pictorial treatment soon atter re- | Page magaz i : g Pe A ‘ 
peal. ‘newspaper copy of corresponding eo a copy hich this 
‘size have been limited to package | S€rles Tor Flolloway s gin whicn was 


display and the following brief text: 
only to point out the logic that, since “An ‘Old-fashioned’ has a double 
no bootlegger had aspired so high | meaning when it’s made with G. & 
as to attempt an imitation during |W. It’s not only ‘Old-fashioned’... . 
ithe drouth, none would be so fool-| it's old!” 
| hardy as to try it now. 

Declaring proudly, “the first nip 
tells,” a distiller of Scotch whisky 


Plea for Dry Cocktail 


The Penn-Maryvland Company has 
cast its lot with those who know 


and prefer the Manhattan, and has 
assured this discerning group that 
the concoction is the height of 


fashion still, just as it was in the 
old days of Martin’s, Sherry’s and 
the Old Beaux Arts, when it was 


made with Spring Garden rve. 
After giving thanks that the chem- 
ical age of cocktails had ended, 
W. A. Taylor & Co. advised those 
| who would be correct that serving 
a sweet cocktail is like using a 
gold toothpick at the table or serv- 


discontinued after several inser- 
tions following complaints to the 
FACA by competitors despite its 
good natured tone. 


of four verses. It was illustrated 
by an aerialist of the nineties in 
action. 

The glamor of the world behind 


the footlights was borrowed by 
Thomas J. Molloy, Inc., for a series 
on King George IV and Highland 
Nectar, wherein were reported con- 
versations between stars of current 
stage successes and Mr. Molloy, the 
chit-chat being limited to questions 
and answers about certain Scotch 
whiskies. The stars were generously 
photographed, and the place where 
they could be found at show time 
was noted in large type. 


grocery field where consumer advertising has been 
make customers demand brand names. (The figures 
University and other surveys). 
leeway in filling the customer's order. 


tion. 


Goan ial 


WHEN THE MAN SAYS 
“WHISKEY” 


Or when the lady says "sherry" it's the retail dealer who makes the 
decision. What are you doing to make clerks and bartenders select your 
product instead of your competitor's from shelf or back-bar? 


In every 100 sales, 36 customers fail to specify brand names even in the 


Hotels and restaurants have even greater 


Therefore it is obvious that the cooperation of the retail purveyors must 
be secured for the successful merchandising of wines and liquors. 


WINE AND LIQUOR PROFITS has been deliberately planned as a medium 
through which producers may secure retail cooperation at low cost. It is 


for retail distribution what MIDA'S CRITERION is for wholesale distribu- 


at work for years to 
are from New York 


First Issue January 1935 


100 West Madison St.. Chicago 


120 Lexington Ave.. New York 


A new GILLETTE publication 


ing sugar on oysters. Dry cocktails, | 
said this advertiser, are Martinis, 
and Martinis are best made with 
Martini & Rossi vermouth. 

In another series this advertiser 
appealed to nature lovers with the 
|} declaration that the vermouth mix- 
tures are the best aperitifs in the 
world next to fresh air. 


This advertiser developed another 


Hasco Trading Corporation's ad- 
|vertising for several months fea- 
|tured illustrated recipes in novel | 


layouts to convey the varied mixing 
possibilities of Rhum Sarthe. More 
recent copy has presented the prod- 
uct as the “one bottle bar” and of- 
|fered the recipes under’ separate 
cover. 

To encourage mixing experiments 
with its Bacardi, Schenley dangled 
the distinction of the cosmopolite 
|before readers of its advertising in 
ithe form of an offer of directions 
|for preparing the 25 cocktails fea- 
tured at the smartest bars of Europe | 
and America. 


Distii'er, rectifier, vintner, wholesaler. 

. . reteiler —-the entire liquor industry 

Many have capitalized on the| may now be successfully contacted 

aversion of the average American through one publication at one adver- 

, 4 ' ae ae tising rate, that’s 

to wielding the shaker. Julius Wile 

Sons & Co., importers of Dry Sack, SPIRIT 

|have suggested a sherry party, re- 

marking that, since there’s no mix- | 

ling involved, the host’s judgment | 

is appraised by the sherry itself. 
The well-known fact that there is | 

affinity between song and alcoholic 

| beverages has proved inspiring. 


Stage Tie-Up 


220 East 42nd St., 
New York, N. Y. 


An advertisement for 
Medicinal Spirits Company’ was | |f 
| headlined, “The last roundup from || 
{our pre-prohibition casks ... and it 
won't be long until they’re just a 
memory.” 

A recent magazine advertisement 
for Seagram's noted the revival of 


American 


the old song, ‘The Man on the Fly- | 
|ing Trapeze,” with a clever parody 


AERIAL ADVERTISERS 


LICON AIRWAYS, INC. 


10 Passenger Tri-Motored Transports Painted with 
Your Colors for National Tours 
Incorporating Banner Towing and Other 
Spectacular Features 


GOVERNOR CLINTON HOTEL 
NEW YORK CITY e 


ATLAS PHOTO COPY CO. 


THREE LOCATIONS STA. 4047 
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type of copy linked to the theater 
by announcing a successful play as 


one of the two big smash hits, the 


other being King George IV. The 
post prominent feature of this type 


of copy consisted of the star’s photo- 


graph, his name, the names of the 


play and of the theater where it 
was housed. Both examples of this 


technique could be taken for theat- 
rical advertising on first glance and 


on the amusement pages 


Among the examples of unusual 
copy were two advertisements fea- 
turing puns. Anent King William 
IV it was said, “When it's poured, 
it reigns.” The other was “White 
Doe wines are not dear.” Both were 
published deliberately, and, appar- 


ently, with the idea that they should 


not be repeated frequently. 


The personal problem situation 
has been pressed into service for 
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Black & White Scotch Whisky hae contributed to 
the pleasure of so many generations and of so 
many millions of people that you should certainly 


| be tempied to try it—if only to find out why. 


me avery bute is ou larsous te 


This Black & White copy is some- 
thing decidedly novel in liquor ad- | 


vertising, an articulate layout 
which repeats the brand name, 
thereby doubling the impression. 
It is also a splendid example of 
package publicity. 


Pabst’s Blue Ribbon Beer. An ad- 
vertisement for this brand was head- 
lined, “Is He a Roamer?” and sug- 
gested that a smart little home- 
maker who keeps a few bottles of | 
Blue Ribbon on ice at all hours can | 


also Keep a husband tied to her 
apron strings. 
Competitive Copy Increasing 


Competitive copy was seen infre- 
quently during the first six months 


Testimonials fr 
celebrities, or others, have been rare, 


particularly in 


om 


support of 


experts and 


liquors, 


but it may be assumed that many | 
would welcome them and that there 
will be developments in this quarter. 


The 


mass 


testimonial 


has 


employed in a series for Gold Seal 


champagne, 
corporating 


one 
the 


advertisement 
favorable 


in- 
opinions 


| 


his campaign than he found himself 
involved in an advertising duel with 
the Russian government. 

The Soviet Russia Vodka, Wine 
& Liquor Corporation, a subsidiary 
of Amtorg Trading Corporation, is 


been | publishing briefs for “genuine, im- 


ported, Russian vodka” in news- 
papers and magazines. The Soviet 
product is described as “the drink 


of John of the Casino de Paree, | brought 5,000 miles to you” in the 


Dwight Fiske, Ogden Nash, Rose| hope, supposedly, that the trouble 
Hobart and Mrs. Lloyd Lowndes. | will be appreciated. So far, the 
Soviet group has revealed no inten- 

Vodka Does Its Part tion of cultivating the nobility for 
Pierre Smirnoff, former purveyor | testimonial purposes. Several adver- 
to the Imperial Russian Court, has/|tisers, Celestin, Ltd.. among them, 
featured the testimonial letters of | have combined endorsements with 
titled Russians, for the domestic | the cultivation of outlets, picturing 
vodka he brands with his famous|and describing the exclusive estab- 


name. However, he no sooner began |lishments which serve their products. 


| 


The most interest in snob appeals 
has been indicated at the two ex- 
tremes of the price range, brewers 
vying with the proprietors of ex- 
pensive liquors and vintages in 
frightening consumers with the 
prospect of social disgrace if they 
err in the of correct brands. 

Pabst has used pages in class 
magazines to point out that Blue 
Ribbon is the refreshment de rigueur 
at a garden party, the func- 
tion closely associated with 
the leisure class. 

In an insert appearing in the same 
publications at the same _ time, 
Kingsbury Breweries Company frank- 
ly admitted the plebeian character 
of the “usual domestic beer’ but 
claimed its own product was wel- 
comed in the best drawing rooms. 


choice 


social 
most 


| liqueurs 


The advertising of cordials and 
has been limited by the 
small demand for products of this 
type in this country. Julius Wile 
Sons & Co. is one of the few such 
advertisers who appear to have 
found a solution to the peculiar 
American problem. 

This company is the selling agent 
for P. Garnier, Paris, who bottles 
27 liqueurs and sirops. It made up 
an assortment of five of the most 
popular varieties and is merchandis- 
ing the selection with the theme, 
“It's smart to offer all five!” 


Much Gin Advertising 


Two other advertisers of cordials 
have consistently disagreed, one 


| stressing the idea that his product 


| 


(Continued on Page 26) 


of repeal but has been increasing | 
steadily of late, though somewhat | 
restrained by fear of public opinion | 
and federal regulations. One of the | 


most vigorous campaigns of. this | 
kind is appearing currently for 


Three Feathers whisky, product of 
Oldetyme Distillers, Inc. 


This advertiser announces, “Our 
hat’s in the ring,” and challenges 


the world to produce a finer product 
at the price. The proposition is sum- 
inarized in the clincher lines, “Your 
money’s worth if you like it, your | 
money back if you don’t.” 

Much of the competitive advertis- 
ng has featured variations of expert 
Opinion copy. Frankfort gave a 
blindfolded jury a long workout in 
jig advertisements during the sum- 
ner months, justifying the invest- 
ment in space on the grounds that | 
four Roses had triumphed over 50 


other famous brands in a test by 
taste. 

Seagram's has. identified itself 
vith several other distillers who 


flatter the consumer with the assur- 
ince that he is a better judge than | 
the experts. Judging by the space 
levoted to the theme by Seagram’s 
over a space of months, it must be 
considered effective. This style of 
copy has been adopted also for the 
first campaign of Hillerest Distilling 
Company, new Seagram subsidiary. 


PROGRESSIVE FARMER GAINS 


PROGRESSIVE 


BURMINGHAN, ALA. 


68,000 lines—73% 


in Average Commercial, 


and 


24,000 lines—78% 


in All-Edition Commercial, 


—and Leads All Rural Monthlies 


Except Country Gentleman in 


Commercial Advertising Gained 


19354: over 1933 


RALEIGH, N. ©. 


MEMPHIS, TENN. 


FARMER 


DALLAS, TEX. 


A 


MAGAZINE 


FOR 


SOUTHERN 


FARMS 


AND HOMES 
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ADVERTISING AGE 


December 8, 


1934 


APPEALS VARY 
IN LIQUOR COPY 


(Continued from Page 25) 


is a “superb ending for a mediocre 
dinner,” and the other claiming that 
his liqueur is the “crowning touch 
to a perfect dinner.” 

An introductory price campaign of 
major proportions was staged by 
Canada Dry on Hupfel’s beer, large 
newspaper space being used for the 
announcement The offer of five 
bottles for the price of four was 
effective from July 27 to Aug. 4. 

The large and steady volume of 
gin advertising has surprised trade 
experts, who had predicted an over- 
whelming lack of interest in this 


liquor when others became _ avail- 
able. Judging from copy themes 
commonly employed, the advertis- 


ing of gins is most effective when 
it stresses superlative dryness and 
a relationship with things British. 

The therapeutic angle, which is 
hedged about by FACA restrictions, 
has held little interest for adver- 
tisers of alcoholic beverages thus 
far. One of the few pieces of copy 
on this subject was published for 
Hennessy cognac, the complete text 
being as follows: 

“You can’t tell when sudden emer- 
gency or accident or illness at night 


© 


| You bet the public 


knows good Whiskey 


Crab Orchard 


STRAIGHT REMTUCKY WHISKEY 


AENTUCRY BOURBON STRAIGHT AGB BT MONE 


Crab Orchard, one of National 

Distillers’ best advertised brands, 

has done well with the strip tech- 

nique, preferring it but not em- 

es it exclusively. No other 

iquor advertiser has used it to 
date. 


will make you wish you had this 
effective brandy in the house. Be 
safe, keep a bottle of Three-Star 
Hennessy on hand always. Remem- 
ber to take a bottle home today.” 

In this category also belong a 
few beer advertisements which have 
given some attention to the effective- 
ness of certain brews as remedies 
for insomnia. 

The biggest share of 
beverage advertising space during 
the first year of repeal has been 
devoted to package publicity and the 
least to increasing consumption. 
The timidity where the latter matter 
is concerned, so ADVERTISING AGE 
was told, has been occasioned 
chiefly by fear of alienating public 
opinion, though the public is being 
prepared by easy stages for a more 
even distribution of emphasis on 
fundamental advertising objectives. 


alcoholic 


It’s Really a Chore 


Contact with nearly 125 leading 
advertisers in this classification and 
the reading of some 500 representa- 
tive advertisements convineed this 
correspondent that the degree of 
boldness in encouraging consumption 
varies in inverse ratio to the proof. 

Beer and ale advertisements de- 
picting consumers actually enjoying 
their refreshments are quite com- 
mon. Budweiser and Blue Ribbon 
in magnificent third cover and news- 
paper campaigns, replete with human 
interest illustrations, have argued 
that their products make for good 
fellowship and comradeship between 
and within the sexes. 

Few teeth appear when the subject 
of copy is anything over 80 proof. 
Especially where the consumption of 


HUMOROUS—TIMELY 


de] “Seagram's 


and be Cfure 


Seagram's copy has been timely 
in a majority of cases, this piece 
taking a humorous tone and tilting 
up to the song "The Daring Young 
Man on the Flying Trapeze," which 
became a best seller last month. 


cocktails and liquors are treated, one 
is impressed with the thought that 
indulgence is a chore or social duty, 
rather than a pleasure. 

A few bold advertisers have sought 
to compensate for this deficiency in 
their publication advertisements 
with booklets stressing the fun-giv- 
ing properties of the more potent 
potables. Seagram's, “Fun at Cock- 
tail Time,’ and Irvin Cobb’s essay 
for Frankfort, which decorously 
hints that mental and spiritual uplift 
may be had from the spirit of the 
corn and the essence of the spring- 
water, have been best sellers at 10 
cents. 


Bulk of Farm 


Papers Refuse 
Beverage Copy 


Chicago, Dec. 6-—Beer, wine and 
liquor advertising is refused by the 
great majority of national, regional 
and state farm papers, a survey by 
ADVERTISING AGE indicates. 

None of the eight national farm 
papers accepts beer, wine or liquor 
copy, and of a total of 91 farm pub- 
lications returning questionnaires to 
ADVERTISING AGE, only 17 take beer, 
wine and liquor advertising. 

Beer, wine and liquor copy has the 
entree to these publications’ col- 
umns: American Cattle Producer; 
Arizona Producer; Bantam World; 
Cackle and Crow; California Dairy- | 
man; Citrus Industry; Dairy Papers | ‘ 
Associated; National Farm News; 
New England Poultryman and North- 
eastern Breeder; Northwest Farmer; 
Northwest Fruit Grower; Small 
Stock Magazine; Stock and Dairy 
Farmer; Swine World; Western 
Grower and Shipper; Wisconsin 
Homestead; and Wyoming Stockman- 
Farmer. 

The Montana Farmer takes adver- 
tising for beer and light wines, but 
does not accept liquor copy. 


First Molded Plastics 
Show Held in East 


The First Annual Exhibit of 
Molded Plastics in the showrooms of 
Modern Plastics, New York, has at- 
tracted several hundred manufac- 
turers, advertisers, designers and 
users of this type of material, accord- 
ing to Charles’ Breskin, Breskin- 
Charlton Publishing Corporation, 
which is conducting the show in con- 
junction with over 30 manufacturers. 

The exhibit is modeled along the 
lines of the annual packaging display 
conducted by Modern Packaging. It 
contains 25,000 pieces, varying from 
minute gears to giant parts for elec- 
trical equipment. Closing date for 
the saatai nian event is Dec. 15. 


Bank Stares Campaign 


Cooperating with the Federal Home 
Loan Bank System, the Bank Clerks’ 
Building & Loan Association, New 
York, is starting a newspaper cam- 
paign featuring its direct payment 
home mortgages. W. I. Tracey, Ine.., 


lis in charge 


Ridders Merge Staats- 
Zeitung and Herold 


Planning a weekly German roto- 
gravure magazine of national scope, 
the Ridders, publishers of New York 
German language papers, this week | 
combined The New Yorker Herold, | 
published since 1880 as an evening 
daily, and The New Yorker Staats- 
Zeitung, morning paper. 

The merged publication is an en- 


larged morning paper in three edi- 


| tions which is called the New Yorker 


| Staats-Zeitung und Herold. Bernard 
H., Victor and Joseph Ridder are the 
| publishers. 

Plans for the rotogravure magazine 
eall for an initial circulation of 300.- 
000, its title being D-A, or Deutsch 
Amerika. It will be issued free with 
the Sunday edition of the Ridder 
mcrning paper in New York and with 


| leading German language newspapers 
|throughout the country, not inelud- 


ing those with Nazi leanings 


Selects Billingslea 


Radio Station Line-Up On Beer, Wine and Liquor 


The following table indicates the attitude of leading radio 
stations in the 74 largest cities in the country in which liquor 
sales are legal on the question of accepting beer, wine and liquor 
advertising. The table includes the vast majority of important 
commercial stations in these cities, but does not include several 
stations whose attitude on this question could not be ascertained. 
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Breeders’ Gazette, Spencer, Ind., 
has appointed the J. C. Billingslea 


Company, 


Enright Promoted 


Frank J. Enright, Western 


Chicago, to act as national 
|advertising representative. 


adver- 


tising counselor of Metal Progress. 
has been appointed advertising mau 


ager. He was formerly with 


and American Machinist. 
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MASS OF PAPERS 
EXTEND WELCOME 
TO LIQUOR COPY 


Great Majority of Newspapers 
Take Business 


Chicago, Dec. 6.—The Joneses and 
the Smiths of the United States are 
not as averse to finding beer and 
liquor advertising in their favorite 
newspapers as some advertising men 
feared a year ago, ADVERTISING 
survey of newspaper policy reveals. 

Ninety-two per 
newspapers in wet states returning 


questionnaires to ADVERTISING AGE as | 


vepeal completes its first year are ac- 
cepting beer copy, while beer, wine 
and liquor advertising is welcomed 
by 76 per cent. 

Survey returns show that practic- 
ally every one of the newspapers pub- 
lished in the nation’s 80 largest wet 
cities takes beer, wine and liquor ad- 
vertising. 

In New York, as in most of these 
80 cities, the advertiser of alcoholic 
beverages has a clear field. In cer- 
tain cities, however, he meets ob- 
stacles. 

The Chicago Daily News’ policy 
forbids acceptance of beer, wine or 
liquor advertising. In Philadelphia, 
the Bulletin accepts beer copy but 
neither wine nor liquor advertising. 
Advertising of all alcoholic beverages 
is banned by the Des Moines Register 
ind Tribune. 

Other exceptions to the rule are the 
Christian Science Monitor, which 
does not take beer, wine, or liquor 
copy; the Washington Star and the 
Los Angeles Times, which exclude 
liquor advertising, although taking 
heer and wine copy, and the Minne- 


Smart Beverage 
Executives 


PUT 2 


Advertising 

schedules 
Schenectady 
UNION-STAR 


in the 
» . . to reach the greatest 
numbers of potential custom- 
ers in this Hundred Thou- 
sand market ''at-the-point-of 
consumption" . . . in the 
EVENING, when most seri- 


ous drinking is done. 


. . . wholesale sources of sup- 
ply are in neighboring dis- 
tributor cities, but Schenec- 
tady retailers get action only 
from their local newspaper 
advertising. 


The 
UNION-STAR 


... reaches the largest news- 
paper audience in Schenec- 
tady—{an audience of ade- 
quate size to produce com- 
mensurate returns)— right at 
the Cocktail hour . . . and 
afterward, when the virtues 
of beverages are under 
discussion. 


Average DAILY NET 
PAID SALE for 1934 
(First 9 Mos.) 


20,268 


CHAS. H. EDDY CO. 
Nat. Adv. Rep. 
New York, Chicago, Boston 


AGE'S | 


cent of the 959)! 


| 
| 


FOR MODERATION 


A Dice of Policy 


by } 
NATIONAL DISTILLERS 
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National Distillers celebrated the 

first anniversary of repeal Wednes- 

day by using large space in many 

metropolitan dailies to reiterate 

its odie of fostering moderation 
in onan’ 


apolis Journal, which eitinns wine 
and liquor advertising. 


Other Exceptions 


In Utica, the Observer-Dispatch 
frowns on beer, wine, and liquor 
copy, while the Press accepts adver- 
tising of these beverages, and in 
Kansas City, Mo., the Star and Times 
refuse beer, wine and liquor copy, 
advertising which is accepted by the 
Journal-Post. 

Parallel situations are to be found 
in Hartford, Conn., where beer, wine, 
and liquor advertising has the open 
sesame to the Courant’s columns 
while the Times turns it down, and 
in Rochester, N. Y., where the Demo- 
crat and Chronicle and Times-Union 
say “no” and the Journal and Sun- 
day American say “yes” to alcoholic 
beverage copy. 

Hard liquor advertisers get the 
cold shoulder from the Indianapolis 
News, which accepts beer and wine 
copy. Other papers following this 
policy are the Seattle Star, Worces- 
ter Telegram and Gazette, Grand 
|Rapids Herald, Grand Rapids Press, 


|general community sentiment, 


| other factors 
| comments: 
/run liquor 
| Do not care to change policy.” 


| Connecticut publisher said: 


Flint Journal, Long Beach Press- | 
Telegram and Sun, and Tacoma | 
Times. 

Beer copy only is accepted by the | 
Albany Knickerbocker Press, Albany | 
News, South Bend Tribune, Evans- 
| ville Courier and Journal, Evansville 
Press, and Gary Post-Tribune. 

Extreme caution in handling alco- 
holic beverage advertising is the gen- 
eral rule among newspapers, the sur- 
vey shows. Text and illustrations are | 
inspected with a view to eliminating 
material which might conceivably of- 
fend a portion of the paper’s circu- 
lation. 

On the basis of reports from 959 
newspapers in 32 wet states, it is 
seen that papers in 20 states dis- 
play little or no objection to either 
beer or liquor copy. These states are | 
Colorado, Delaware, Iowa, Louisiana, | 
Maryland, Kentucky, Maine, Mon- | 
|tana, Nevada, New Hampshire, New | 
| Jersey, New Mexico, New York, Ore- | 
gon, Rhode Island, Virginia, Ver- 
mont, Washington, Wisconsin, and | 
Wyoming. 


| New Jersey Wettest 


Twenty-four of 25 New Jersey pa- | 
|pers returning the questionnaire ac- 
| cept both beer and liquor copy. Thir- 
ty-five Wisconsin papers’ reported 
that they take beer advertising, and 
jonly four of the 35 decline liquor 
| advertising. 
| As reflected by newspaper accept- 
lance or non-acceptance of beer, wine 
or liquor advertising, considerable 
| dry sentiment among newspaper read- 
ers is evident in the wet states of 
California, Illinois, Indiana, Massa- 
‘chusetts, Michigan, Missouri, Ohio, 
and Pennsylvania. 

Fifteen of 30 Missouri newspapers 
reporting policies to ADVERTISING 
AGE decline liquor advertising, while | 
liquor copy is also refused by 18 of 
a total of 60 Illinois newspapers, 21 
of 48 Michigan papers, 25 of 84 Indi- 
ana papers, 26 of 83 Ohio wees, | 
and 19 of 102 Pennsylvania papers. 

Entering into the newspaper pub 


lisher’s attitude toward acceptance or 
rejection of beverage copy, 


the sur- 
vey shows, are personal attitude to- 
ward liquor, readers’ attitudes or 
news- 
paper tradition of long standing, and 

An Illinois publisher 
“This newspaper has not 
advertising in 50 years. 
Asked 
if any special restrictions apply to 
liquor advertising in his paper, a 


no reason 
should be 


why liquor 
treated any 


advertising 
differently 


|than any other advertising.” 


On 


OWS of bottles crowding the 

shelves of New England 
Rows of bottles 
fighting for attention across tavern 


retailers. 


A few old 


bars. 


engulfed in a confusion of un- 


known brands. 


“We see | 


Ole 
product 


CBS Makes Sint 
WKRC, Cincinnati, Head 


Timothy S. Goodman has been ap- 
pointed manager of station WKRC, 
Cincinnati, which is owned and 
operated by the Columbia Broadcast- 
ing System. 

Mr. Goodman, who is first vice- 
president of Weir Kilby Corporation, 
railroad equipment manufacturers, 
a position which he will continue to 
hold, and director of the Ohio Cas- 
ualty Company, was formerly West- 
ern sales manager of Champion 
Coated Paper Company; sales man- 
ager, Champion Fiber Company, and 
president of Cincinnati Corrugated 


_Box Company. 


Merritt to Padi 
I. N. Merritt, formerly 
dent and general 


Grinnell Electrical Mfg. 


fice. 


Offers New Product 


The H. Moffat Company, 


Allen dog food to its list. 
tion of this product is being handled 
by James Houlihan, Inc., and adver 
tising is appearing in 25 newspapers 


yore 
yout! 


familiar names 


How can you lift your produet 


out of this ruck of competition? 


The quickest, most economical way to do this in New England 


is to use radio. 


But first, remember—New England, as small as it appears 


on the map, is not one market. 


network job. 


There are several markets. 


No one station, however powerful, can cover them. It’s a 


Only Yankee Network can give you primary coverage in 


every New England market. 


Only Yankee Network can guar- 


antee the same listener interest in Springfield as in Boston—in 
Bangor as in Bridgeport—in Manchester, N. H., as in Providence. 


Yankee Network stations blanket New England—provide 
intense local coverage in ten densely populated areas. 


Whether you attempt to sell all New England or spot your 
sales effort in selected territory, you can achieve the strongest 
sales impact where sales are made with the Yankee Network. 


THE YANKEE NETWORK, Inc. 


21 Brookline Avenue, Boston 


EDWARD PETRY & CO., INC., Exclusive National Sales Representative 


Detroit—General Motors Bidg. Madison 1035. ~~ 
San Francisco—865 Mission St. Sutter 6400. 1 SS) 


° New York—Ii7 East 42nd St. Murray Hill 2-3850 
424 Chicago—Wrigley Bldg. Superior 7742. 


)} YANKEE NETWORK jk 


=®-FROM WHICH NEW ENGLAND HEARS ITS RADIO ma! 


vice-presi- 
manager of the 
Company, 
has joined the Meadows Mfg. Com- 
pany, maker of washers and ironers, 
as vice-president in charge of sales, 
with headquarters in the Chicago of- 


San Fran- 
cisco meat packer, has added Scotty 
Distribu- 
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,on domestic wines accounted for CLASS-EDITED $7,581,169; Minnesota, $4,730,754; |of distilled liquors in warehouses 
3 00 000 $3,648,115, and on imported wines Missouri, $6,536,156; New Jersey,|at the end of October was less by 
] ] for $1,167,649. = $7,094,884; Ohio, $8,551,311; Wash-|317,344 gallons than the amount at 
| Other items which went to make Ms ra > q ington, including Alaska $2,524,206.|the end of June, a date at which a 
| up the total of $329,465,205 included: | B 5 Welt larger quantity of imported distilleq 
| Fortifying brandy, $320,386; spe-| \ y @ eer woes we liquors remained in customs bonded 
{cial taxes, liquor occupations, $6,- Government officials have pointed| warehouses than for any other 
652,225; bottled in bond stamps, 1 out that beer is the best revenue | month since repeal. 
BILL FOR YEAR soe: container stamps, $3,871,732; f 4 producer. The excise tax on malt Both still and sparkling wines 
| floor taxes, $8,582,784. . liquors in the first ten months of |showed a greater gallonage entering 
For the period between Dec. 1, . repeal reached a total of $168,510,492,|into consumption during the month 


Consumption Fails to Come 


1933, and June 30, 1934, the internal 


revenue bureau of the Treasury has | 


compiled a state-by-state record of 


which is approximately 57 per cent 
of the total income from all domestic 
liquor levies. During this same pe- 


of October, 1934, than was actually 
received. The amount of still wines 
entering into consumption amounted 


Up to Expectations payments, covering the receipt of Triumphant! riod, receipts from excise taxes on|to 214,268 gallons as against 111,428 
$184,923,535 in alcoholic beverage tm domestic distilled spirits were $83,-|gallons imported. For _ sparkling 
_— taxes, $81,007,884 of which came | oo 933,000 wines the figure was 30,153 gallons 


| 

Washington, D. C., Dec. 6.—AI- 
though complete figures for the first | 
year of repeal, which ended yester- | 


from liquor, and $103,915,651 from 
fermented malt beverages. 
During this period the largest re- 


Quel El” star 


Records of the Bureau of Customs 
show that the amount of imported 
liquor which entered into consump- 


entering into consumption as against 
19,313 gallons imported. 
Imports of champagne and other 


day, are not available at the Treas-|ceipts from all liquor taxes came . tion during the month of October,|sparkling wines were larger than 

ury Department, authentic estimates | from Pennsylvania, whose beverage = 8 a 1934, exceeded the total amount im-|for any month since June, showing 

by officials of the Department place | interests enriched the federal treas- | Wa. Sand ported during the same period. Thej|an increase of 142.8 per cent over 

the beer, wine and liquor revenue | U'Y by $29,453,184. In second and | | wie... . ~~. orm | | month of October was the fourth |imports during the preceding month. 

which has accrued to the federal | third places, and far outdistancing | : . successive month in which a greater] The quantity of such wines released There 

government during the first year of |the other states, were New York, | This magazine page for Vat 69 was | amount of imported distilled liquors|for consumption during October rivalr 

repeal at approximately $388,000,000, | $28,082,660, and Illinois, $21,63 937. | one of the few examples of class- | entered into consumption than was] (30,153 gallons) was the largest see ¥ 

of which approximately $350,000,000| California and Wisconsin battled | edited copy to appear for liquor. actually received. This is seen as a}since March, 1934, and constituted D. C 

has accrued from internal revenue | V@liantly for fourth place on the This piece ran during the yachting definite trend toward a wider use|an increase of 72.3 per cent over 

taxes, the remainder from import list, the former winning by virtue season on the heels of the Inter- of high grade liquors. the amount of imported sparkling a 

duties. of its $12,951,149 total compared | national race. | At the end of October there re-| Wines entering into consumption conten 
Based on these figures, the De-| With $12,581,392 for Wisconsin. ‘mained in customs bonded ware-|during the previous month. comps 

partment estimates that about 42,- Other states which contributed | houses 4,211,953 gallons of distilled tembe 

000,000 gallons of “hard liquor” and $1,000,000 or more to the Treasury | $8,614,161; Kentucky, $11,596,575; | liquors, or 42.2 per cent of the total Imports Rising Dutie: 

35,000,000 barrels of beer have been during the Dec. 1-June 30 period | Louisiana, $2,285,695; Maryland and ;amount of distilled liquors imported Total duties on imports of dis- Octob 

consumed legally during the period. | Were: ithe District of Columbia, $7,554,374; |during the eleven months since re-|tilled liquors during the month of the to 
Complete records for the 11-month Connecticut, $1,591,279: Indiana, Massachusetts, $5,943,881; Michigan, | peal (9,989,563 gallons). The amount|October, aggregated $3,962,602 as while 

period from Dec. 1, 1933, to Oct. 30, |= — — - 0 ——~— . ——— — 

1934, made available to ADVERTISING 

AGE by the Treasury Department, 

reveal that during that period total 

alcoholic beverage tax collections 

were $329,465,205. 


How It Was Split 


During this period the excise tax 
on fermented malt liquors accounted | 
for almost one-half of the total reve- 
nue, or $185,225,107. The tax on| 
brewers and dealers in these liquors 
added another $4,114,721 to the 
Treasury coffers. 

The excise tax on imported dis- 
tilled spirits totalled $10,678,958 dur- 
ing the 1l-month period, and on 
domestic distilled liquors, $98,353,538. | 
The rectification tax on distilled | 
spirits was $6,809,379, the excise tax 


WAAULOUA 
ATMOSPHERE 
COMFORT 


in CHICAGO 


All Chicago offers you 
no finer address than the 
Auditorium Hotel on beau- 
tiful Michigan Avenue 
just a few steps from 
the Loop. Every fine 
hotel service and luxury 
at surprisingly lowcost 


She 
AupIroRIUM 
HOTEL 


CHILTON PUBLICATIONS 


Blanket the following Fields 


METALS AND 
MACHINERY 


SHOES, LEATHER 
AND HOSIERY 


WAREHOUSING 


INSURANCE 
HARDW ARE JEWELRY 


TOYS AND 
DRY GOODS AND BICYCLES 
DEPARTMENT 


STORES 


OPTICAL 


AUTOMOTIVE EXPORTS 


WITH PRIVATE BATH — 
Froms SO Address CHILTON PUBLICATIONS as Follows: 
. as t 
WITHOUT PRIVATE ee ae ee ee | The Jewelers’ Circular Boot and Shoe Recorder — © 
Hlurdware Age Dry Goods Economist Directories Phe Opucal Journal & Review of Optometry Distribution & Warehousing \ 


BATH FROMSE SO 
45 239 West 39th Street, New York City 
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| BENEDICTINE 
There 
rivalry among liquor advertisers to 
see who can unroll the most years. 


D. O. M. Benedictine, if not the 
leader, is doing well. 


has been considerable 


compared with $3,029,541 during Sep- 
tember, an increase of 30.8 per cent. 
Duties on liquors and wines during 
October represented 13 per cent of 


during September aggregated 8.4 per 
cent of the total duties collected 
($36,174,122). 

For the 11l-month period, Dec. 1- 
Oct. 30, import duties 


| 
| 


ADVERTISING AGE 


the present time, basing his esti- 


mates on a larger population, and 
increased drinking by women. 
It is believed by officials of the 


collected | FACA and the Treasury that a large 


totaled $35,107,019, divided as fol-| amount of bootleg whisky is still 


lows: Distilled liquors, $28,468,908; 
still wines, $4,204,740; sparkling 
wines, $2,433,371. 


Estimates were sought from gov- 
ernment officials as to the probable 
amount of liquor consumed, and 
while individual estimates showed 
wide discrepancies, it was generally 
thought that hard liquor consump- 
tion would reach approximately 
50,000,000 gallons of taxed liquors. 
That figure is about one-half of the 


105,000,000-gallon consumption which | 


Secretary of the Treasury 


gress. 

Distilled spirits consumption 
reached a pre-prohibition peak of 
167,740,000 gallons in 1917. During 


the pre-Volstead period it is esti- 
mated that consumption averaged 
between 135,000,00 and 145,000,000 


gallons annually. 

No less an authority than Joseph 
H. Choate, Jr., director of the Fed- 
eral Alcohol Control Administration, 
stated that about 70,000,000 gallons 
of whisky alone were consumed an- 
nually prior to the prohibition era. 


Morgen- | 
thau gave in his statement to Con. | Present 
| prohibition 


| . 
| eminently 


evading federal tax collectors. It is 
said that there are probably enough 
legal stills to produce a billion gal- 
lons a year of hard liquor and about 
as many illegal stills. Actually, the 
average pre-prohibition consumption 
was never more than four per cent 
of this estimated capacity. The con- 
tention now is that about one-half 
to one-third of the liquor consumed 
is bootleg or tax-unpaid liquor. 
Trends 
drinking 


are being 
habits and 
population. 


sought as to 
desires of the 
Prior to the 
era, whisky was _pre- 
the most popular drink 
of the distilled variety. In the peak 
year, 1917, more than 15 times as 
much whisky as gin was withdrawn 
from warehouses for consumption 
while the withdrawals of brandy 
were only one-twenty-third those of 
whisky. 

During the last year there are 
indications of change due, it is be- 
lieved, to habits formed when liquor 
was unlawful. 
der restrictive prohibition laws and 


Gin was popular un- | 


Benton & Bowles Adds 


Two; Promotes Bell 


Fred Bell, head of the trade, in- 
dustrial and professional department 
of Benton & Bowles, Inc., has been 
appointed assistant to James 5S. 
Adams, general manager of the New 
York agency. Chester MacCracken 
succeeds him. 

George Allen, formerly head of ra- 
dio production in the Chicago office 
of J. Walter Thompson Company, 
has joined the agency to direct one 
of its programs. 


J. A. L. Kamps, recently account 
executive with Geyer-Cornell Com- 
pany and previously with N. W. 


Aver & Son, Inc., and Dorrance, Sul- 


livan & Co., has joined Benton & 
Bowles, Inc., as copywriter in the 
trade, industrial and _ professional 


division. 


Schaeffer Wins Contest 

William H. Schaeffer, of Erwin, 
Wasey & Co., New York, won 
| prize of an 1ll-day Nassau cruise for 
|two persons offered by American 
Traveler, New York, for the best let- 
|ter suitable for the magazine’s ad- 
| vertising promotion. More than 350 
agency copywriters entered. 


Larry Allen Advanced 
Larry Allen, formerly assistant 
manager of stations KGW and KEX, 


4 


|Oregon NBC outlets, has been ap- 

the total duties collected ($30,508,740) | He contends that the consumption |it is a moot question if it will not | pointed station manager, replacing 
while duties on liquors and wines|is even greater than that figure at}hold much of that popularity. | Paul Heitmeyer, resigned. 

in CHILTON Publicati 

In the inner circles, where the conferences of your prospects are daily 

occurring, go the messages concerning your products, at a time when 

important executives cannot be reached by your salesmen. Your advertis- 

ing in CHILTON Publications “catries the ball”. 

These publications are the leaders in their respective fields. They have 

the confidence and close attention of those who buy and _ influence 

the buying in many industries. 

They carry your message, and implant it in the minds of men who 

have the authority to say, “Yes”. 

(INCORPORATED) 
Philadelphia — New York 
Address CHILTON PUBLICATIONS as Follows: 

Conematal Getpeenst’ ‘Chilton Automotive Boyer's Guide TO Wels Slay Wail Wines cee he Apes eet” eae 


Automotive Industries 


The Spectator 


Chestnut & 56th Sts., Philadelphia, Pa. 


San Francisco, Calif. 
*Associated Ownership 


Chicago, Ill. 


El] Automovil Americano* 


330 W. 42nd St., New York City 


El Farmaceutico* 


the | 


REGULATIONS OF 


FACA ON LIQUOR 
ARE SUMMARIZED 


Labeling, Advertising Given 
Much Consideration 


Washington, D. C., Dec. 6. 
the federal government 
ing through the trial 
method to regulate, for 
of the consumer, the business of 
manufacturing, selling, advertising 
‘and dispensing alcoholic beverages, 
is made painfully evident in the 
| voluminous documents in the files of 
\the Federal Alcohol Control Admin- 
| istration. 

| The FACA is charged with the 
‘administration of the code bearing 
/on practically all phases of the in- 
|dustry and at the same time it has 
attempted, under Administrator Jo- 
seph H. Choate, Jr., to proteet the 
consumer from inferior qualities and 
grades through a_ series of addi- 
tional wholesale and retail label reg- 
ulations. More recently, it has 
sought to regulate advertising of all 
alcoholic liquors whether by radio, 
sign, newspaper, magazine, or other 
form. 

A summary of the past year’s ef- 
forts at regulation discloses that the 
| Federal Alcohol Control Administra- 

tion has moved along the following 
| lines: 

1. Elimination 
ing. 

2. Labeling of products of brew- 
ers, vintners, distillers, importers. 

3. Specifications relative to iden- 
'tity of wines and distilled spirits. 
| 4. Guarantees to wholesalers for 
|'the combined industries. 

In addition to the foregoing broad 
general fields, regulations have been 
|issued covering standards of fill for 
bottled distilled spirits, the election 
/of members of regional boards of 
ithe brewing industry, labeling of 
| distilled spirits acquired at govern- 

ment sales and many other sub- 
|sidiary phases. 
| 


That 
is attempt- 
and error 
the benefit 


of false advertis- 


| Label Problem Difficult 


Early in 1934 the FACA held hear- 
‘ings on the question of label require- 
/ments on packages of all types of 
| whiskies. At that time Administra- 
tor Choate declared that “the label- 
‘ing question becomes more difficult 
| every day, because there are so 
many things that you would have 
to state on the label to give every- 
body every information that the 
buyer could ask.” 


vide adequate label regulations de- 
veloped as a result of extensive and 
stormy hearings, brought forth early 
in February of this year, definite 


tilled spirits—whisky, gin, brandy, 
rum and cordials. These regulations 
were designed to apply specifically 
to the distillers, rectifiers, and blend- 
ers, importers and wholesalers of 
distilled spirits and tell what has 
'to be placed on the label that goes 
(on bottled liquor and what cannot 
| go on the label. 

| Of all the problems which the 
|'FACA has attempted to solve, this 


‘matter of correct labeling has 
/proven the most troublesome. Nu- 
merous amendments have been 


|made, but chiefly these have con- 
cerned themselves with attempting 
to classify blended whiskies, im- 
| ported brands in relation to domes- 
tic brands, the product of the wine 
industry and the breweries. The 
latter two have not proved as per- 
plexing, judging by the 
available. 


Requirements Summarized 


_ A summary of the requirements in 
‘labeling disclose that except for 
| technical changes in the phraseology 
‘due to confusion, the following 


specifications are enforced: 
The label on every bottle of dis- 
tilled spirits must tell what it is, 
(Continued on Page 30) 


The first definite attempt to pro- 


regulations for the labeling of dis- 
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eee ———— oa _ Deve 
| whisky,” “distilled gin,” or “com- | and season of the distillation of the PAEAN OF PRAISE ON FIRST ANNIVERSARY 

' SUMMARIZE FACA | pound gin.” |/youngest whisky therein. | MA 
. it The alcoholic and fluid contents ) 


must bear the name and ad-| 


, dress of the distiller, blender and of the bottles must be evident. 
eee p EGU LAT | 0 N N |maker, or of the importer. A picture oF & legend, . trade 
‘ pr: che , | i “eeatehs Whee” t seuet show mark or a brand, provided that it 

j . sabi uae does not tend to deceive the buyer, 
the age or the year and season of may be shown on the label. 


(Continued from Page 29) distillation. Likewise if it is a Of the prohibitions relative to 
whether “straight whisky,” “blended “blended” or “spirit whisky,” the | japeling: 
whisky,” “spirit whisky,” “imitation | label must show the age or the year Distilled gin cannot be called 


\*double distilled,” ete. 
The word “pure” is taboo, except 
las part of the bona fide corporate 
name of the distiller, blender, maker | 
or importer. 
“Guaranteed,” or “warranted” or 
similar words cannot be used, un- 


shar] 


. : Chic 

less so established in a court. ; : 

| . “ | per of 

Geographical names must be spe- | irprii 

Re ah sl 
|cifically correct; that is “Kentucky | eis ae ary 
~ * 7 => 0 2 


Bourbon” must be produced in Ken- 


tucky and not in Maryland. ee 8 ae : <n ie 
In general, the FACA holds and. eo, ing, 


. oo e ; Ma , m TISING 
ecia ization has insisted that every label must | ae 
‘be legible and the wording be in ONE YEAR AGO TODAY! wap 


| English, the type not smaller than 


| her 
: ber of 
8 point, except on less than half- | D' E to your dauntless leadership—your foresight and vision _ industry itself thousands of packers, shippers, bottlers, office slasse 
pint bottles. } 2 great American industry was reborn ane year ago today workers and salesmen have found employment, but even remotely . = 
Just @ne year ago today... but how far-reaching have been the alhed trades ...the lumber, painting, plumbing and building indus. incl ud 
henefits resulting from that judicious step one year ago today! tres transportation and electric light and power compamies 
" 
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1 “a ” » 
Defines a “Label Sag htanap oop epanae have welcomed this sorely needed impetus to their business House 
Thousands of property owners have found occupants for their 


Furthermore a label is defined as | eee een ena cnt ethan, tae tens ie, stores: Manulacturers of machinery and equipment have found 
2 Se 2 . new buyers. Hotels and restaurants are now employing more which 
being something more than what | the treasury of the United States. wince tis» help and purchasing more equipment than & year ago toa ioeage 
| sda wanes we ne, beer The American farmer has found « market for millions of is Cc 
/goes on the bottle. The same regu- ond he 7 rs in Sate oo eee , a 


bushels of his grain In t 


| and mis new ty ndusiry have 


lations are specifically declared to| | ssurers sf income to asset v0 the sh of balencing badgae, Mart then SIMO «day income added to the U.S. Troesery iaaiiite 

“ : | | ani 

ses ci apply “to any circular, pamphlet, ed With pride end os matter of justice, we are pleased 10 call to aa 
In these uncertain times every advertising dollar you spend must buy 100 “wrapper, Individual container or Strona oe min ren en an mn ne sheen te Aner a he in st wine 
percent attention (or as close to it as possible) . . . attention from actual similar material which may be SCHENLEY DISTILLERS CORPORATION 180 
° 4 ° ag > i . y 7 * » ic ie i 
buyers of your merchandise. if you sell refrigerators, you are notinterested = packed with or go with such dis: [mene sre 

° : . tilled spirits so bottled to the pur- | - ’ 4 

in buyers of corsets. If you sell blankets, you are not interested in hats. od spirits so hottie to the p peas : he birthd f | with impor 
; j ‘ , b "erat engrtee chaser other than entirely unmarked — Schenley Distillers Corporation observed the birthday of repeal wit eceny 
What you want is not bigger reader circulation, but better buying circu ateuias # | | | this industry copy which briefly enumerates some of the economic 
tion... less motion and more movement. Pick your buyer out of the crowd! Label regulations for wines and advantages brought about by reviving the liquor industry. asines 
beers follow, in all essential phases, ABC 


the requirements for distilled spirits. | ; — - 


} ae 3 of an. 
hi A j u? a i U ss i N E S S Brand names must appear, as well) by breweries with the right to re-|“false advertising.” In the main, the show! 
as class and type, name and address, |call the equipment if the product | requirements follow the broad speci- 


prece 


net contents, and alcoholic content. /of the manufacturer be not used. | fications relating to labeling, in that accep 
m U R L § Cc A T O A! S The necessity of giving brand 2. Prohibitions against the fur-|name and address, class and type, rte 
names and manufacturer apply as 


nishing of signs, costing more than!contents, and other factors must be 


beer 

1170 BR o AD WAY NEW Y oO R K well to barrels and kegs as to bot- | $100, to retail establishments and | given according to the type and kind dl 
, | tles, except that the requirement de- |other related prohibitions “intended | of advertising. beer, 

EACH ONE IS THE MERCHANDISING AUTHORITY IN THE FIELD IT COVERS mands that such labels shall be em. | to prevent manufacturers from get- The only mandatory requirement Ad 

| bossed on, or indented in when metal | ting control of retail outlets.” is the statement of the advertiser's Amen 

House Furnishing Review The Corset and Underwear Review Notion and Novelty Review ‘and burned in when wooden. Speci-| 3. Distribution of booklets, pam-|name and address, all other specifica- Ame? 
tnt tee Gee ceed) Sonic aad teams eee — eens sere Snel Book 'fications cover the size and placing | phlets, ete., containing advertise-|tions announced concerning restric- an 

of these labels. | ments of producers or distributors,|tions. Every type of radio, period- ‘Am 

In October FACA standards of | when retailers are requested to “pay |ical, newspaper “or other written, Jour? 

fill regulations for bottled distilled |for the privilege of advertising in|printed or graphic matter, billboard Asi 

spirits were issued, their effective | them in disproportionate amounts to|or other outdoor advertising,” is Book 

date now being Jan. 1, 1935. |the service rendered by such adver- | covered. zine ; 

The FACA has become increasing- | tisements.” Such methods are classi- Advertising regulations have not Weel 

ly active in the enforcement of its | fied under “rebates and allowances.” |as yet been promulgated and it has mopo 

various regulatory powers. These | In November of this year, the| been promised that “reasonable pub- Cu 

have included an ever widening|FACA, as one of its officials de-|lic notice” will be given with the Ficti 

field, such as: clared, completed its regulations | indication that varying dates will be Detec 

1. Prohibitions against lending of through preliminary announcement|set for the several classifications Esqu 

equipment to retail establishments covering in detail what constitutes | covered. Faw¢ 
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One of a series of dimensional cloth illustrations 


by John Whitcomb, for B. F. Goodrich Company— 


Agency — McCann-Erickson Incorporated, New York City. 
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PE Se “ 


ADVERTISING AGE 


MANY MAGAZINES 
TAKE COPY FOR 
WINES, LIQUORS 


Sharp Differences in Prac- 
tice Are Evident 


Chicago, Dec. 6.—A growing num- 
yer of national magazines, with a 
surprisingly large number whose pri- 
mary appeal is directed to women, 
take beer, wine and liquor advertis- 
ing, a survey conducted by ADVER- 
msInG AGE in connection with the 
frst anniversary of repeal indicates. 

There is still an important num- 
per of publications, especially those 
classed as women’s magazines, and 
including such publications as Good 
Housekeeping, Ladies’ Home Journal 
and Woman's Home Companion, 
which do not accept advertising in 
this classification. 

In the weekly field, Collier's recent 


anuouncement that it will accept 
wine and liquor advertising com- 
mencing with its Dec. 19 issue 


leaves the Literary Digest and the 
Saturday Evening Post as the two 
important publications which do not 
accept advertising of this nature. 

In the following list, national mag- 
azines which are members of the 
A.B.C. and which accept advertising 
of any type of alcoholic beverage are 


shown. Those whose listing is not 
preceded by an asterisk or dagger 


accept all types of liquor advertising; 
carrying the asterisk accept 
beer and wine, but not liquar; and 
those carrying the dagger accept 
beer, but neither wine nor liquor. 

Adventure; All-Fiction Field; 
American Golfer; ~American Home; 
American Legion Monthly; °. Ameri- 
an Magazine; American Mercury; 
‘American Weekly; Army & Navy 
Journal; Arts and Decoration; 

Asia; *Atlantic Monthly; Blue 
Book Magazine; B'nai Brith Maga- 
vine; Breezy Stories; Business 
Week; Chicagoan; *. Collier's; Cos- 
mopolitan; Country Life; 

Current History; *Delineator; Dell 
Fiction Group; *Dell Screen Group; 
Detective Group; Elks Magazine; 
Esquire; Faweett Screen Group; 
Fawcett Women’s Group; Field and 
Stream; 

*Film 
Forum 


those 


*Forbes; Fortune; 
2Grit; Har- 
Magazine; 
Garden; 
with 


Fun; 
and Century; 
Bazaar; Harpers 
House and 
House Beautiful combined 
Home & Field; 

Hunting and Fishing; Judge; * Lib- 
erty; Life; *Love and Romance; 
*Macfadden Women’s Group; Maga- 
vine of Wall Street; Master Detec- 
tive; Mid-Week Pictorial; *Modern 
Magazines; 

*“Modern 


per’s 


lollywooad; 


Romances; *Modern 


“Pages” f 
that SELLe 


Four pages—one sheet 
of sturdy bond paper 
—covering Ll major 
headings about radio, 
newspapers, farm, 
trade or general maga- 
zines (regional or national)—now help publishers and 
broadcasters to sell more space or time. Furnish infor- 
mation this modern way. Agencies also use AMA 

sas “'questionnaires.’' 4 ¢ Send for samples today, 
© your letterhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS 


500 Sansome Street San Francisco 


“FOUR PAGES’ 


Reg. U. S. Pat. Off. 


e PHOTOSTATS -« 


RIGHT the 
FIRST TIME! 


RAPID COPY SERVICE 


{Venderbilt 3-3680 


New York |For All Branches 


Cleveland: Main 9335 
(State 6013-4 


Chicago 


Boating; *Movie 
Combination; 
Nation; 
Week; 


Mirror; 
Conde Nast 
Nation's Business; 


Group; 


day Visitor; Outdoor Life; *Photo- 
play; *Pictorial Review; 
Play; Quality Group; 
Radioland; 

*Radio Mirror; *Radio Stars; Real 
Detecive; Redbook; Review of Re- 
views—World's Work; Rotarian; 
Scientific American; Screen 
Screenland; Screenland Unit; 
mances; Scribner's; 
Afield; Sportsman; Spur; The Stage; 

Street and Smith Combination; 
Styuyvesant Group; *Sunset Maga- 
zine; Sweetheart Stories; Time; 
Tower Magazines; Town and Coun- 


try; Town Tidings; Travel; True 
Confessions ; 
True Detective Mysteries; *True 


Experiences; *True Romances ; *True 


Screen; Motion Picture Unit; Motor) 


News- | 


Picture | 
Radio Guide; | 


Book; | 
| 


Story; Vanity Fair; Vogue; Yatch- 


Munsey |ing; Your Garden and Home. 


*Accepts beer and wine copy, but no 
liquor. 
tAccepts beer copy, but no wine or 


New Yorker; Opinion; *Our Sun-| liquor. 


INo black and white liquor advertis- 
ing accepted; one color page per issue 
only. Copy is eliminated from all cir- 
culation of the distributing publica- 
tions in Texas, Georgia, and Nebraska. 

2Publicity copy only accepted. 

®Liquor copy does not run in Cana- 
dian edition, rate for which is rebated. 

*Wine and liquor advertising ac- 
cepted starting with Dec. 29 issue. 

*Wine and liquor advertising ac- 


‘ |} cepted starting with February issue. 
Screen Play Magazine; Screen Ro-| 


*Shadowplay ; | 
Silver Screen; Sporting News; Sports 


Nesco Catalog Out 


The National Enameling & Stamp- 
ing Company, Milwaukee, has issued 
its new Nesco Kerosene Stove cata- 
log, which is designed to do double 
duty as a merchandising manual. The 
book, using color photographs, lists 
four lines of kerosene stoves and 
32 styles of stoves, as well as a com- 
plete listing of portable ovens and 
oil heaters. 


Starr and 


)State 5980-1 


Run Intensive 
Test Campaign 
For New Cigar 


New York, Dec. 6.—A heavy test 
campaign is being waged by Waitt 


& Bond, Inc., Newark, in Worcester, | 


Mass., for a new cigar, the Quincy, 
which retails at five cents. 
Batten, Barton, Durstine & Osborn, 


|Inec., is in charge of the test, which 


is to run for several months, it is 
expected, or at least until full and 
conclusive results have been obtained. 
Insertions will vary from 400 to 
1,000 lines, and will appear at least 
once a week. 

Freshness, obtained by use of the 
double wrap of moisture-proof cello- 
phane, is featured in the promotion. 
Several months ago the plan was in- 
troduced to the cigar field by Waitt 
& Bond on its Blackstone cigars, and 


FREE! 


Borden Avenues 


soon proved so successful that the 
cellophane wrapping was applied to 
La Palinas, which are controlled by 
Waitt & Bond. 

Two other “‘ten-cent cigar features” 
being advertised in the test cam- 
paign are all-Havana fillers and 
Sumatra wrappers. A slogan being 
tested is “Smoke a Quincy ... 
taste the quality.” Quincy is an old 
brand name which has lain dormant 
for some years, and which has been 
revived for the new product. 


Radio Programs Tested 

Clark-Hooper, Inc., New York, has 
conducted a nationwide telephone 
survey among radio homes to deter- 
mine listener familiarity with spon- 
sors’ names and products. The re 
sults may be made available to the 
public later. 


Bott Agency Moves 


The Bott Advertising Agency, New 
York, has moved to new quarters at 


451 Chanin Bldg. 


— — — — } 


PREMIUM USERS! 


send for this folder 


If you want an immediate increase in 
sales results from inexpensive mass premi- 
ums or ‘give-aways,’ write, wire or ‘phone 
for this folder. Or better yet—call in an 


Einson-Freeman executive! 
YY” 


EINSON-FREEMAN CO.** 


° LITHOGRAPHERS 
Long Island City, N. Y. 
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GRADE LABELING — 
ESSENTIAL, U. S.. 
OFFICIAL AVERS 


Consumers Crying for Facts, 
Marketing Group Told 


| 


Atlantic City, N. J., Dec. 4.—A bit- 
ing arraignment of the merchandis- 
ing and selling philosophy of busi- 
ness, delivered by Ruth O’Brien, 
lawyer and chief of the division of 
textiles and clothing, bureau of home 
economics, United States Department | 
of Agriculture, was one feature of | 
the annual meeting of the American 
Marketing Society here last week-end 
which contributed to making the 
meeting a most exciting one for those 
who attended. 

Miss O’Brien insisted that the con- 
sumer is fed up on ballyhoo and is 
hungry for facts about the necessi- 
ties and luxuries of life. “There is 
plenty of purchasing power in the 


asserted, but “somehow our present 
selling methods are failing. 
“Instead of so-called consumer edu- 
cation by advertising and distribut- 
ing organizations building up an ap- 
preciation of merchandise, we are 


|all aware of a steadily growing re- 


sistance on the part of consumers. 
They are digging in against the bar- 
rage, and putting up a counter- 
offensive of their own. Never before 
have we had so many consumer or- 
ganizations, so much written and 
spoken about consumers’ problems. 
“These are not radical groups with 


impossible theories. They are every- 


day folk who have grown tired of 
meaningless, romantic words when 
they try to learn the difference be- 


tween the dozens of makes of vacuum 


cleaners, the 4,500 brands of canned 
corn, the 85 or more trade-named 
electric washing machines. 
“Thousands of farm women are 
considering consumer problems in 
organizations formerly devoted to 
cooking and sewing problems. Con- 
sumer problems now are part of the 
study programs of such high-stand- 
ing professional organizations as the 
American Association of University 
Women, American Home Economics 
Association, League of Women Vot- 
ers, and Parent-Teachers Association. 
“These people are merely asking 


he buys his materials. They resent 
the fog that baffles and bewilders 
anyone trying to compare the myriad 
of brands. 


“Suppose I want to buy a refriger- 


ator. I don’t want high-pressure 
sales talk about lovely finish and 
gadgets. I want facts. And I want 


them in writing—about temperature, 
operating cost, storage space. I read 
the advertisements. I find one make 
is the most colossal, superb, magnifi- 
cent, supreme, streamlined refriger- 
ator ever built. I see beautiful pic- 
tures of people in evening clothes, or 
read that Mrs. Percy Millionaire 
simply adores the XYZ refrigerator, 
or that it is approved by the Rubber 
Stamp Laboratory. 

“There is, finally, one product 
| whose new label states the usable 
| storage space, shelf area, total cubic 
|contents, ice meltage rate, mean cool- 
ling effect and temperature differen- 
| tial. I rejoice. 
| “After all, education is the train- 
ing of the individual to search for 
\facts and to act upon those facts. 
|/Consumers are tired of generalities 
and superlatives. The mere repeti- 
| tion of a brand name has lost its in- 
| fluence; too many of them scream 
from the radio and magazine pages. 
Approval services have multiplied 
like rabbits. Consumers are not 


| 


country right now to put many more/|the same kind of information the) stupid. 
hundreds of thousands to work,” she| businessman insists on having before 


“How can facts be given to con- 


BUCTING Fines 
TRAP ROOTING 
SORTING Cam’ 

@eurecoon treatm 


end TRAILS of the NORTHWOOSS 


Send for recently completed 
Data File and estimate of Net 
Circulation, by Months, for 
1935 (based on current sales). 


THE PRICE CHANGE TO 


A THIN DIME 


DOUBLED 


OUR NATION-WIDE 


Newsstand Sales 


Since September, 1934 


PLUS ADDITIONAL INCREASES OF 
5,000 TO 10,000 PER MONTH SINCE! 


We are now delivering to advertisers a net circula- 
tion of more than 150,000 plus a qualified, controlled 
bonus circulation ... this exceeds our 1935 net 
circulation guarantee by 30,000! . 
total is still growing! Our line rates, based on our old 
circulation guarantee, will remain the same for the 
5 NEW MONTHLY FEATURES ... are also 


present. 
being added to make Sports 


ing sporting magazine ever published at the new 


low price of ten cents. 


SUBSCRIPTION PRICE 
REMAINS UNCHANGED 


.. and the 


Afield the most outstand- 


SPORTS AFIELD 


America’s Oupest Montuity Outrpoor Macazine =; 


PUBLICATION OFFICE... MINNEAPOLIS, MINN. 


sumers? On some types of goods the 
easiest way is some kind of a grad- 
ing system—but it does not help me 
to have Grade A stamped on an ar- 
ticle if there is a Double A, a Triple 
A and possibly even more, and no 
hint of that on the label. 


A Great Hunt 


“One department store labels each 
|of its household blankets, designat- 
ing both its warmth and durability 
in an ABC rating scale, as deter- 
mined by its testing laboratory. The 
customer can choose the combination 
ot qualities that best suits her needs 
and pocketbook. 

“The great mass of consumers are 
/hunting for the article that best suits 
\the particular use to which it is to be 
| put. They have a businesslike atti- 
tude toward their expenditures. They 
glory in buying articles labeled B or 
C, if they know what they are get- 
ting and find it does the job for them 
at less cost. But they resent paying 
an A price for a C product. They 
appreciate definite statements rather 
than fantastic statements like ‘warm 
as a polar bear’, or ‘wears like iron’, 
or ‘soft, cuddling and caressing’. 

“Grade labeling will affect the 
brand which has been selling a C 
grade for an A price. It should. It 
will affect unethical advertising. It 
should. But it will help the reputa- 
ble manufacturer and distributor. 

“It will be hard to work out effec- 
tive grading systems or other definite 
consumer guides for all goods. But 
it is not impossible. It is the next 
progressive step in retail merchan- 
dising.” 


Advertising Is 
Stipulated In 
Store’s Lease 


Chicago, Dec. 6—When the owner 
of a store is to any degree a silent 
partner of the occupant, he has the 
right to stipulate that newspaper 
advertising be used consistently to 
develop sales. 

This principle was laid down in a 
lease negotiated between the Palmer 
House Company, Chicago, and the 
Ardsley Apparel Shops, Inc., of New 
York, under which the latter will 
occupy a store at 105 S. State St., 
on the ground floor of the structure 
owned by the hotel, conducting a 
women’s apparel business. 

The lease is for ten years begin- 
ning Feb. 1, 1935. While it involves 
a total minimum guaranteed rental 
of $350,000, the lease also gives the 
Palmer House Company a specified 
percentage of annual gross. sales. 
Under the agreement, the store must 
spend a certain percentage of gross 
profits in newspaper advertising, de- 
voted exclusively to this unit of the 
chain. 

The arrangement is of unusual 
interest because of the general ten- 
dency to depart from the fixed 
charges of other years, and to make 
rentals dependent, at least to some 
extent, on the prosperity of the 
lessee. When this course is  fol- 
lowed, the owner and the tenant are 
more or less in partnership and the 
former may dictate some of the 
terms of management. 

Robert B. Witwer, real estate 
agent for the Palmer House, said 
the advertising provision will be in- 
cluded in all contracts made in the 
future. 


Scholl and Glover 
to Donahue & Coe 


Donahue & Coe, Inc., New York 
agency, has been appointed by Scholl 
Manufacturing Company, Chicago, ef- 
fective Dec. 1. Newspapers, maga- 
zines and radio will be used. 

The agency also has been appointed 


by H. Clay Glover Company, Inc., 
New York, animal remedies and 
medicated soap, effective Dec. 1. 


Newspaper, magazine, farm and busi- 
ness paper advertising is planned. 


Starts Counsellor Firm 


K. C. Ingram, formerly manager of 
the San Francisco office of Lord & 
Thomas, has opened his own offices 
as marketing, merchandising, and 
| publie relations counsellor at 1203 
| Insurance Center Bldg., San Fran- 
cisco. 


CLUB PRESIDENT 


Richard J. Thain 


Chicago Adclub 
Selects Richard 


Thain as Leader 


Chicago, Dec. 6.—Richard Thain, 
advertising manager of Carson, Pirie, 
Scott & Co., wholesale, has _ been 
elected president of the Chicago Fed- 
erated Advertising Club, it was an- 
nounced today by the board of goy- 
ernors, following completion of a 
mail vote. 

Other newly elected officers are 
Lyman H. Weld, Mitchell Faust Ad- 
vertising Company, first vice-presi- 
dent; W. J. Byrnes, Chicago Tribune, 
second - vice-president; Mercedes 
Hurst, Commonwealth Edison Com- 
pany, third vice-president; Chester H. 
Price, City National Bank and Trust 
Company, secretary, and G. D. Crain, 
Jr., ADVERTISING AGE, treasurer. 

W. Frank McClure, of Carroll Dean 
Murphy, Inc., has served as presi- 
dent of the club since its organiza- 
tion in April. 


Oakite in Big 
Chicago Drive 


New York, Dec. 6.—Several hun- 
dred thousand four-ounce samples of 


Oakite are being distributed in a 
promotion centering in Chicago 


where the sudsless cleaner is subject 
to a sustained drive by Oakite Prod- 
ucts, Inc. 

To date, excellent results have 
been achieved, according to Frank 
A. Conolly, of the company. A 
Thanksgiving advertisement in the 
Chicago Tribune offering free 4 
magic silver cleaning plate of the 
type sold in great numbers at the 
World’s Fair for 50 cents, brought 
the Chicago Oakite brokers a deluge 
of coupon returns. 

Along with the samples, which are 
distributed by men in uniforms, is 4 
“Recipe Chart on Cleaning.” It is 
reported as having made “a _ hit 
wherever it has been distributed.” 
The uniformed distributors wear 
overseas caps and colorful jackets 
and carry red bags. 


Made ABS Vice-President 


Burt McMurtrie, director of pro 
gram operations, has been appointed 
vice-president of the American Broad- 
casting System, George B. Storer, 
president, announced this week. MI. 
McMurtrie formerly was with Co 
lumbia Broadcasting System and 
Lennen & Mitchell, Inc. 


“ 


Youth’s Paper Starts 


The Parents’ Magazine Affiliated 
Press, Inc., New York, will start Jan. 
11 publication of Boys’ and Girls 
Newspaper, weekly tabloid for ehil- 
dren from 7 to 17. The new paper 
will be served by the staff of Parents 
Magazine. 


Rejoins Gilchrist 
Ralph Brigham Dibble, formerly 
with Bamberger’s, Newark, has le 
turned to the advertising department 
of the Gilchrist Company, Bosto? 
store, where he was located from 
1923 to 1927. 


Lon 
tion ¢ 
with | 
tising 
strong 
the m 
Great 
guard’ 
menac 

The 
a rep 
ernme 
scient 
Advis 
claims 
“alwa 
purely 
urges 
given 

Spe 
surge 
cribec 
union 
istry 
ing: 

# 
not il 

9 


thera 
3. 
quest 
yertis 
iic in 
4, 
be a 
the fe 
blind 
consu 
locon 


aa) |! 


: - i. § 
— = 


= ee =) huge CR hie ML, od Th EN a ge a SE Ui Ha. ON Sigh con ag ere ee. Te BSN ay So He ot Ciba ales Belle aes See Mer i, Aa PS aM aera 3 Ree cian Rae Ola ey yer eT ORP ee Cape A eM aR OL. Ty ea nt ae HOT NE A Oe Tn re Be Re Cee AS ne IPT tah gs 
. oe : 4, 1m zs 7 Gi aie iti aat on ilk: : . ; P } } : ie a5. we ° uy y q ” * ; i i ne oe 
Ae or9 es sn a : : ee * ara Paella Fle aot a 5 Mar td taht ‘ee a 5" e 3 - Eat Ei s Se Sand ae HY bn de? Pe ee a ve si a ent vs Beate ea FP ye Pe ; e pete = a : 
tae So ‘ eo ; ; . tee i se! OR ae ~. Pe ate ate é Ve MR eae Re Ae: Te aiken : ie et nelle er Bats j Sy Soria ae ¢ ere ene, 
aie, ‘ ~ c 
“a 
, a Poe 
en ece 
= ee ee | | 
ye a a ——————S —_—_—_—______ jf. 
, Pe 
eit | Bri 
= By iS ae b — 
Hi ar i: — 
: ree « gos > - a % 
ie tng a 
i . pe a i 
F e d # ———— 
| FF a | 
5 7 , 3 ; * at ; 
= § | we oe faa: a a 4 4 
: ee B Re 
— | \ = @ 
| ee — 
/ | eee ‘ St akan 4 
| cat ae , ils % a " 
P " ae : Me, vg 
=e ae . o ig 
PER pie : Eee } 
a i Bae oe y 
a. i Le ae oe 
ee en | Be i, rc. <. a 
et ae hd eT hag ey a 
Mle Jt oc a Saar f < e a“ 
ms, Sas me : 7S 
7 eer a se oe | | Peas ee 5 ae ae 4 
2 alae | teas 
— ——a 
. fav 
eo an 
Prices Oe ian 
‘seleemeni. < 
Tee 
si ee * 
aaa OF 
Pe! Seal Po 
ig Si EEE 
r | 
re nk oe af f — men = — — ——<— ——————  ————————— 
a : 
— 
OE | 
5, | Jol 
; Se ii | fom 
. been 
| 
port 
on ; | Gorn 
Pree treas 
re 
al See a | — 
Satie: 
is" | 
ease, 
= ch ore a l 
a a Po | 
— 
Z a Checl 
= ie ae | this 
ee head 
iia sites 
aes. oie 
4 a 2 
. >. 
fl ' fi aay ee 
acta ge - ¥ sie sg 
Cash aire —.  - es hi “aa \ 
“Sg we & ~s SAS ee or’ poe Pn 
eh) a “ge x PERO » ic lee i 
oa a Zi 
ae, bre. Wy 4 . “ aint i mee 
hal acoy a ae eat fe 
Seren at™?.s a: mes a ite 
- * CCCs ee re Co ee 2 F eee, 
§ SNe <i : 
(v0 : Die 1 AEs Ket” ; : — 
eR “8 7 nF ce bas a =a 
5 > Y et : 
‘1 4 5 Pgh eit wie Neh 
Oe LF \ Cee 
oa 
fi - SBE9, I es - 
ovr ? oe | 
= . 's : > > Tak Sy oe | 
>Re v SRS “<feeo 
’ pas SS SRE Ws E=; goatee 
i =e F * aa —_ 
Sax m . ? “se Tatts ie R | 
Rie fi Ron cg : | 
A ee ee ams, eg pe 
A OS Pt et “ WARS oe : - 
es "|, bt Se a ] 
/ —'' -- So < —— > I al uy } 
’ ——— ———== aw? T+ 03% ¢ | 1) 
x ely \ | es - 
& A f'\ ( (os . sae | 
§ , ane Vi ‘ Uh FS -_ 
Wet) ’ aa AY Orz, “—— °° 7 — 
AN 4 , ¢ wee ae oes. fe Mt 
AY aN Si ae ae 4 3 a ’ ~ ee. 
. ss ws 3 Tae (hte) Brecher 
> AN R*F x a Oats ee ~ ets ¥ ree a3 
RO: * a eS ‘ a) a Fig a = 
Y \ ~, : 
| Z . 
ite 
g:-* | 
ne | 
ee | 
1 one al 
ae, a 2 
6 ee 
Wry bee ee) - . 
Se oe ke 
: as 
Bo Seas 38 
ieee EE oF l 
nee hoe ey 
ac Le 
<e 4 a et 
2 ise ee, fh: 
Luce ae Sole 
peel Sn ul np - 
io no eee She eames : x , ; \ : s , 5 ‘ 
CSE VE Le SE |) el A pe A pe eee ie ty gale age eee hee Oo RS PRR CLA 2. even beet aM ice ae RE Pee ee se f ee, , pe ae a z 3 at ig | arena : - ‘ ¥ I: 3 Met J 3 Se. ; : 5 : oe . 
SA petits ARE | MM aad DO Ea patios Sess OMe cues ("Sudeep acai meena mat Ja Me AR pes A oot Ste Meet, fst Ac Mer ys Sean: mnie Rates he be ecte et ON es Ware eR RE hy MRL Kee yaw gE ae SEE nar RS 
ee AR a Sat ne ~ Br ADAY ie ote Be od ak Of * |) sees So ‘ne Ae oi eet go ON FOR ee l fe Fax Me 4 a me ee A me Pr % ie ues > oo ee a ie get r - Pe oe ce A ees a, io od 4 M. Beatin meeea ¢ Pee, * Nr ty” Ree © ae nips te See Pee mY 


OF 
December 8, 1934 ADVERTISING AGE 33 
ont ° ° ° | Preceding the showing of his | of which 93 per cent, or 379, were 
Newspaper Executives Cl Audited | | 
*,° hM di A k El ff Bautas Dud | alms u ite /charts, Mr. Jacobi pointed out that| A. B. C. papers. In fairness to Con- 
Britis SaICOS £35 seq te mee" y al B ) P advertising men almost invariably | trolled Circulation Audit journals, it . : 
G tC t I J. Maxim Ryder, advertising direc- | usiness aper prefer branded merchandise because | Wa8 pointed out that the fields ie 
overnmen ontro tor of the New Bedford Standard- | . he fi fit : x 
, experience has shown it generally to named, the first fifteen in Standard re, 
Of Drug Advertisi seenihaadt en'ake oieet Wkeiens Siew: | ets Preference Rate & Data Service with A. B. P M 
g Vertising || president of the New England News- be the most reliable, and that by ge sad 7 ‘ Z 
paper Advertising Executives at a_ | the same token, advertisers have | Journa S, appened to include only ital 3 
_ meeting held in Boston Dee. 4. | New York, Dec. 6.—Charts show-|found it wiser to buy space in pub-|tW ©. C. A. papers. odode E 
London, Nov. 26.—Demand for ac-| Other officers: vice-president, Frank |ing evidence of the preference ad-|lications which give proof of circu-| Mr. Davis’ talk, which was off the nee 
tion of the Tugwellian persuasion|S. Hoy, Lewiston, Me., Sun-Journal; | yertisers seem to give to business | lation. record, reviewed the history of au- phe: 
with regard to the sale and adver- ama Reha: ay yi ep We udson, | publications with audited circulation Thirty-five New York agency space dited circulations to emphasize his ~ 
tising of patent medicines is being } tee Davia R Daniela ware ed | were shown at the meeting Monday | buyers have a marked preference for comment that verified quantity and 
strongly urged here by members of Times: Neil Dekker ays Mateo N. ‘of the New York Dotted Line Club,| A. B. C. mediums in industrial and | @@lity are essential in publishing 
the medical profession, who feel that| }; > (nion-Leader; John B. Quinn, | Composed of representatives of A. B.| technical fields, one investigation and advertising. E. F. Wilson of 
Great Britain’s laws are lax in| [ynn Item; and Donald W. David,|P. papers. showed. When these space buyers | ™@¢Cann-Erickson, Inc., was also a a3 
guarding the public health from the| springfield Union-Republican-News. The club heard discussion on the| were asked to list leading papers, | ¥°St of the club. 
menaces of quacks and nostrums. emer importance of audited circulations,|75 per cent named were A. B. C. po ce aaa ere 
| er ee eee ae a Death Takes R. C. May for the technical and trade press, | members, ~~ per cent C. C. A. mem- Lionel Names Agency gut 
a I eet 2 Nes cease sel cll te R. C. May, editor and publisher of by Ed. Jacobi of McCann-Erickson, | bers, and 12 per cent unaudited. Lionel Distilled Products, Inc., " 
ee & - “Ithe Leonard, Tex., Graphic, and for-|!nc., and Fred R. Davis, of the Gen-| Another question, based on 15 sep-| Chicago, has announced appointment i 
scientific research of the Economic] me, mayor of that city, died Noy. 29.| eral Electric Company. arate fields, elicited 407 mentions, | of Hanff-Metzger, Inc., as its agency. > 


Advisory Council, declares’ that 
claims made for patent medicines are 
“always exaggerated and, in general, 
purely fraudulent,” and_ strongly 
urges that the Ministry of Health be 
given control over such products. 

Specifically, the Royal College of 
Surgeons, sometimes facetiously des- 
cribed as “the ‘most powerful trade 
union in England,” wants the Min- 
istry of Health to insure the follow- 
ing: 

1. That the article in question is 
not injurious. 

2. That the description of its 
therapeutic action is not fraudulent. 

3. That the sale of the article in 
question and the methods of its ad- 
yertisement are not against the pub- 
iic interest. 

4. That no medicine or appliance 
be advertised as a cure for any of 
the following diseases and conditions: 
blindness, Bright’s disease, cancer, 
consumption, diabetes, epilepsy, fits, 
locomotor ataxia, lupus, or paralysis. 


Club Picks Hollingsworth 


John Hollingsworth, advertising 
department of the United Light & 
Power Company, Davenport, Ia., has 
been named president of the Daven- 
port Advertisers’ Club. Frank M. 
Gorman is the new vice-president and 
Bob Feeney was re-elected secretary- 
treasurer. 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 
data about the 14 billion dol- 
lar baking industry, come to 
BAKERS’ HELPER, this in- 
dustry’s leader for almost a 
half century. 


Check the data you need below, tear out 
this advertisement, attach to your letter- 
head and mail to us. 


0 “Baking Industry Facts and 
Figures,” a market data 
folder 

[] “Selling Leads,” 
week service 

©) Sample pages from the “Bak- 
ing Industry Blue Book” 

0 Copies of BAKERS’ HELP- 
ER, issued fortnightly 

(0 Audit Bureau of Circula- 
tions statement 
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BAKERSHELPER 


¥ MAGAZINE + BAKERY PRACTICE -¢ MANAGEMENT 


Almest a Half Century ef 
Relgfulness 


@ 830 S. Wells St., Chicago, Ill. iy 


an every 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


Tangri aac 


Booklet, ‘* Brass Knuckles,’’ Free to Executives 
S17 Fifth Ave., Pittsbur; Pa. ATiantic 1290 
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Your advertisement works harder 
in a magazine that lasts longer 


MAGAZINE packed full of stories, serials, fea- 
ture articles by foremost American and Conti- 
nental writers is a good advertising medium. 

Give that same magazine these features PLUS a full- 
length $2.00 novel complete in each issue—by writers 
like Dashiell Hammett, Sir Philip Gibbs, Ben Ames 
Williams—and you have a great advertising medium. 


WHAT TO READ IN THIS ISSUE OF REDBOOK 


A NEW 50,000 WORD NOVEL “Deputy of the Devil” by BEN 
AMES WILLIAMS. Do you like strange tales off the beaten path? 
Do you believe evil forces occasionally take control of human affairs? 
Read what happened to Dr. Greeding before he disappeared from 
the face of the earth. A complete novel in this issue. 


ALEX WAUGH, brilliant English author of ‘“‘The Balliols,”’ shows 
what can happen to a respectable business man in a new short 
story “That Kind of Woman.” 


JULIAN STREET tells you how Repeal looks from the inside. Read 
“One Year After.” 


ALFRED E. SMITH, Governor Moore, Governor Ely tell you what 
a governor thinks about with one hour left, and a man doomed fo 
die begging for pardon. 


Your advertisement lasts longer, is seen’ more, in 
Redbook for a significant reason. Redbook lasts 
longer on the living-room table because it now offers 
more to read. Redbook is read more carefully from 
cover to cover, because every article is worth reading. 


See what has happened: 


84,000 new Redbook newsstand buyers since July. 
91 new advertisers in 1934. 

39.8 increase in advertising volume this year. PLUS pictures, stories, and articles by Phil Stong, Bruce Barton, 
Put your next campaign in a magazine where it Ely Culbertson, Cornelius Vanderbilt, Jr. and much more. 


works harder. REDBOOK clings to the library table 


until everyone in the family has read all of it. 


Tomorrow’s exciting literary events are in today’s REDBOOK 
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December 8, 


Specimen Page 
Showing Typical 
Make-up 


nnouncing 


The change in form of CONTRACTORS 
AND ENGINEERS MONTHLY, beginning 
with the January, 1935, issue, to tabloid size 
with newspaper make-up, four 2!/,-inch col- 
umns to a page. A full page advertisement 


of 56 column inches will be 934 inches wide 
and 14 inches high. 


3 


Controlled circulation of 25,000 copies per 
issue offers extensive coverage of contrac- 
tors in the field of civil engineering con- 
struction, as well as thorough coverage of 
Federal, State and County Officials re- 
sponsible for purchases of construction and 


maintenance equipment and materials. 


High visibility of all advertising is definitely 
assured, due to the fact that every adver- 
tisement will be next to or opposite reading 
matter. 


The live character of text matter and illus- 
trations, for which CONTRACTORS AND 
ENGINEERS MONTHLY has always been 
noted, will be maintained by the continued 
field contacts of Theodore Reed Kendall, 
Editor. 


COntractOFs cad 
Engineers Monthly 


470 Fourth Avenue, New York s 
642 Hanna Bldg., Cleveland . 


Daily Bldg., 


News 


LIQUOR COPY 


Chicago 
307 Mills Bldg., San Francisco 


STRIKES AT 
WILD CLAIMS 


New York, Dec. 6.—Built around 
the interest-provoking slogan, “You | 


Be the Judge,” a million dollar cam- | 
paign of the Hillcrest Distilling 
Company on behalf of six brands of 
whisky and one of gin broke today | 
in newspapers from coast to coast. | 

The public is rapidly becoming 
“whisky-wise,” the company be-| 
lieves. A definite attempt has been 
made in preparing the campaign to 
appeal for consumer favor by stress- 
ing the fact that the consumer knows | 
good whisky. Illustrations and text | 
are simple And direct. 

Prominent in the newspaper lay- 
outs is a drawing of a judge in mag- | 
isterial robe and wig. Across the! 
illustration are the words “You be 


the judge.” A supplementary line 
reads “You do know good whisky.” 
A typical advertisement points 
out: 
“Hillcrest whiskies are good 
whiskies. But we make no extrava- 


gant claims. You supply the adjec- | 
tives when you taste Hillcrest. You 
be the judge. We believe that you 
do know good whisky.” 

Another advertisement urges the 
consumer to “make the only test 
that counts... the test of your own | 
good taste, for you do know | 
good whisky.” 


Three 


Brands Featured 


Featured in the advertisements 
are illustrations of three Hillcrest 
whisky brands, “48,” Amber Gold, 
and Special. The text informs the 
reader that there are other Hillcrest 
brands “to suit every taste and 
purse,” including State Express, 
Harmony, Old Crony, and Hillcrest 
Gin. 

In an elaborate portfolio, the com- 
pany describes its advertising policy | 
to dealers in this manner: 

“Hillcrest whiskies are a_ step 
ahead in quality and Hillcrest ad- 
vertising is a step ahead in sales 
strategy. Hillcrest advertising strikes 
a new note. It wastes no time on 
fancy adjectives nor extravagant 


‘\Lead | OQ” Lakes 


|of the 


To Introduce 


Canned Cheese 


Minn., Dec. a 
cans will soon be! 


Minneapolis, 
Cheese in tin 


|placed on the market by the Land | 


O’ Lakes Creameries, Inc., of this | 


city, for the first time in the history | 
cheese industry. 

Cheddar cheese is the first variety 
to be introduced in the new con- 
tainer, and will be sold in one-lb. 
cans. The canning process was used 
for the first time by the company in | 
filling orders from the federal gov- 
ernment. It is expected that an ad- 
vertising campaign will start in the | 
near future to publicize the innova- 


| 
1 
| 
tion in cheese packaging. | 


Land O’ Lakes is also making 
available to dealers a natural Swiss 
cheese in a five-lb. loaf, as another 


4 % 
a'y 

{_o— 
A story obout @ baby in a wash basket will bring =A... 
@ chuckle of recognition from millions of mothers & 
to whom a fashion drawing of o French nurse in 
one of the more sophisticated women's mago- a 
tines would only be a washout. This newer, 
simpler, more human editorie!l appeal has 
created an entirely new magazine marketamong & 
the mothers of nearly two million youngsters. © 


. ¥’ = ‘ 
) WS 


Teething Lotion 


cams 


| contribution toward assuring fresh. 


ness of the product. 

Ordinary Swiss cheese has beep 
furnished to wholesalers in “whee]s” 
up to 250 pounds in size, and thep 
split into smaller sections for 
to dealers. By the time the cys. 
tomer received his “cut,” some of 
the freshness disappeared, it igs a). 
leged. 


Sale 


Land O’ Lakes now cuts the whee! | 


into the five-lb. sizes and wraps each 
loaf in ground rind, thus preserving 
the freshness. 


Haling Joins WFAA 
Elbert Haling, formerly publicity 
director of the Southwest Broadcast. 
ing System, Ft. Worth, Texas, has 
been appointed publicity director of 
WFAA, Dallas. 


Named Space Buyer 


Frederick Ehli, formerly with <A) 
bert Frank-Guenther Law, Inc., New 


York, has joined the H. E. Lesan Ad. 


vertising Agency as space buyer. 


claims. The public is tired of all 

that! Hillerest puts the decision uC PACKAGING Ar 
right up to the customer... tells ot R TR IN THE Noi 5 
him he’s always right. This daring M oRTATIO FOOD INDUSTRIES TIONIN 
policy inspires confidence in Hill- ) 

crest quality.” | oer 


Dealers are being supplied with | 
many sales helps, including window | 
displays, counter cards, streamers, | 
and bottle toppers. | 

Philip Elliott is advertising man- | 
ager of the Hillcrest Distilling Com- | 
pany. The agency is Albert M. Ross, 
Inc., New York. 


B. B. Wathen Resigns 
Distillery Post 


B. Bernard Wathen, Jr., former 
vice-president of R. E. Wathen & Co. | 
and president of the Old Grandad | 
Distillery Company, who has_ been | 
vice-president of the American Me- | 
dicinal Spirits Company since 1927, 
has announced his resignation effec- | 
tive Dee. 31. 

His older brother, R. E. Wathen, | 
resigned as president of the company 
some months ago, and a_ third 
brother, O. H. Wathen, is president 
novr. Two sons, R. N. and J. B 
Wathen III, will remain with the 
company as district sales managers. 


Accounts for Kaufman | 


Henry J. Kaufman, Advertising, 


Washington, D. C., has been ap- 
pointed to place advertising for 
Washington Properties, Inc., con-| 


trolling the Wardman Park and Car'l- | 
ton Hotels; and the Marlene Com- | 
pany, Washington, maker of a com- 
plete line of cosmetics, using direct 
mail, newspapers and radio. The 
agency formerly handled only local 
publicity for the hotels. 


Pickett’s New Work 


H. N. Pickett, for several years ad- 
vertising manager of Daily Metal 
Trade. has been appointed advertis- 
ing manager of the Toncan Culvert 
Manufacturers’ Association, Youngs- 
town, O. 


ASK FOR THESE 


if you sell food plants 


STUDIES NOW 


1F YOU HAVEN’T ALREADY 


Food Industries 


330 W. 42nd Street, New York, N.Y. 


Please send me without obligation a copy of each 
of the Food Industries studies that I have checked: 


* 


{| PACKAGING in The Food Industries 


os. ith !} MOTOR TRUCK TRANSPORTATION 
oe ae in The Food Industries 

3 % o {| |] AIR-CONDITIONING AND REFRIG- 

ry. 7 ERATION in The Food Industries 
(to be released shortly) 
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SALES SMASHING 
RECORDS IN 1935 


Detroit, Mich., Dec. 5.—That elec- 
tric refrigerator volume in 1955 will 
exceed this year’s all-time record by 
more than 40 per cent, is the fore- 
cast made by Howard E. Blood, 
president of the Norge Corporation, 
following completion of a Norge 
survey of 1935 buying intent among 
98,012 consumers. 

“In last year’s Norge survey 
among 23,322 consumers,” Mr. Blood 
said, “32.2 per cent of non-owning 
families showed a 1934 buying in- 
tent, permitting my prediction that 
1,622,880 electric refrigerators would 
be sold. This estimate will probably 
be within five per cent of the facts, 
for there is every indication that 
1,510,000 units will be sold this year. 

“Our new survey, forecasting 1935 
buying intent, is based upon inter- 
views with 23,012 consumers. It fol- 
lows a similar pattern to that used 
last year. Findings indicate that 40.3 
per cent of non-owning families ex- 
pect to buy an electric refrigerator 
in 1935. This is an increase of 8.1 
per cent over last year, reflecting 
favorable improvements in general 
business conditions. 


Aim at 60 Per Cent 


“To bring the electric refrigerator 
market up to a point of 60 per cent 
saturation, 5,495,000 additional unfts 
must be sold. The Norge survey per- 
mits a sales estimate of 1,022,218 
units to families (18.6 per cent) who 
have thoroughly decided to purchase 
next year. Likewise, it indicates 
that 1,192,588 units will be sold in 
1955 to families (21.7 per cent) who 
hope to buy, depending upon eco- 
nomic conditions and the persuasive- 
ness of the average electric refrig- 
erator salesman. All told, a probable 
1935 volume of 2,214,806 electric re- 
frigerators can be predicted, an 
increase of 47 per cent over this 
year’s record total.” 

The helpful marketing influence of 
the Federal Housing Act, now that 
electric refrigerators have been de- 
clared as acceptable for loans under 
it, will make the increase more cer- 
tain, Mr. Blood declares. Norge 
advertising is handled by _ the 
Cramer-Krasselt Company, Milwau- 
kee, 


Fostoria Firm Appoints 

Advertising of the Fostoria Pressed 
Steel Corporation, Fostoria, O., maker 
of a line of automobile fenders and 
a patented Coolant filter, has been 
placed with McDaniel, Fisher & 
Spelman, Inc., Cleveland. Business 
papers and direct mail will be used. 


To Marschalk & Pratt 


David Elman, formerly with Co- 
lumbia Broadcasting System, has 
joined Marschalk & Pratt, Inc., New 
York, as radio director. 


The 1935 WARE- 


HOUSE and MOTOR 


FREIGHT Directory Pom 


issue of DISTRIBUTION & 
WAREHOUSING is now 


being compiled. 


Make your reservation 
for advertising space 
early — Last advertising 
forms close Jan. 1st. 

DISTRIBUTION & WAREHOUSING 


249 West 39th St., New York City 
Chicago Office 300 West Adams St. 


Blakeslee to Muench 
Harold Blakeslee, for six years 
Western manager for the Bureau of 
Advertising, A. N. P. A., has joined 
the C. Wendel Muench Company, 
Chicago agency, as account executive 
and merchandising consultant. 


K. P. Drysdale Dies 


Knowlton P. Drysdale, who was the 
first publicity man for the Cadillac 
Company, in 1903, and later with 
Lincoln, died at his home in Detroit 
Dec. 3. Mr. Drysdale was 66 years 
old. 


Agency Head Passes 
Seymour Schiele, president of the 
Seymour Schiele Advertising Agency, 


Mr. Schiele was 61 years old. 


| 
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Photo—R. lL Nesmith—New York. 


Test of Jersey 
Dental Law in 
Second Stage 


N. J., Dec. 6.—With 
Dr. William Levine, dentist, sum- 
|moned to appear before the state 
board of dentistry Dec. 20 to answer 
charges of violating the dental law 
which prohibits a dentist from ad- 
vertising prices and quality of work, 
the fight started by Dr. Levine to 
|test the constitutionality of the law 
| will enter its second stage. 

| Dr. Levine openly defied the dental 


Jersey City, 


St. Louis, died in that city Nov. 29.| board to revoke his license to prac-| lature last winter following 


‘tice dentistry when he inserted ad- 


| vertisements last month in the four 
Hudson County newspapers quoting 
prices and guaranteeing his work. 

The dentist maintains that the 
act is unconstitutional and proposes 
to take his case to the court of last 
resort. He has retained former Judge 
| William H. Speer to defend him be- 
fore the dental board and says that 
he proposes to continue to “practice 
and to advertise in the same man- 
ner as he has in the past.” 

Dr. Levine expects his license to 
be revoked at the hearing before 


ithe state board but will apply imme- | 


diately for a writ of certiorari to 
review the action of the board and 
stay its decision. 

| The act was passed by the legis- 
both the House 


fought battles in 


hard | 


land Senate. It passed by a slight 
majority vote and was immediately 
signed by the governor. During the 
floor debate on the bill opponents 
| ¢eclared it was unconstitutional. 

The bill restricts dental advertis- 
ing to name, location and office 
| hours. 


_ Newspapers for Uneeda 

| Botsford, Constantine & Gardner, 
San Francisco, have released a 
Uneeda biscuit campaign throughout 
the Western territory, using 90 
newspapers in the current drive for 
| the National Biscuit Company. 


Seattle Office Moves 


The Seattle office of Erwin, Wasey 
Co. has moved to new quarters at 
5 Skinner Bldg. 


) 


& 
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Slike Time and Tide | 


cilities: 


330 W. 42nd St. 
ABC 


Power progress "waits for no man." 


lt has pushed forward so speedily that today half of the nation's 
power equipment is obsolete—a golden profit opportunity for 
you; a challenge to every power engineer. 


Armed with the findings from its nation-wide power equipment 
survey, POWER is making a vigorous attack on the enormous 
wastes of obsolete equipment (a sum approximately equal to in- 
dustry's total dividends). 


Power costs must and can be reduced. With its aggressive edi- 
torial program POWER shows its 23,000 readers ‘'why" and 
"how''—an ideal setting for your use in showing “with what." 


Two sections in the January issue forcefully remind power en- 
gineers everywhere to take immediate stock of their power fa- 


First: Detail findings from POWER's equipment survey, 
following the "executive" presentation in Mid- 


December. 


Second: The review of power progress during 1934. 


First forms—December 26. Final forms—January 2. 


POWER 


New York, N. Y. 
ABP 
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ADVERTISING AGE 


December 8, 1934 


STRAW HAT HAS 
NEW RIVAL IN 


PITH HELMETS 


Illinois Company Plans Big 


Summer Campaign 


St. Charles, IL, Dec. 6.—Hard- 
boiled citizens who insist that the 


heat of the jungle is mild compared 
to the summer sun of the so-called 
temperate zone, will walk the streets 


next year protected against the blaz- 


ing heat by pith helmets, if the 


plans of the Hawley Products Com: | 
London, | 

|tury of Progress in Chicago, and the|hat business in a big way. 
the | 
company insists is the first hat ever | 


pany, of St. Charles and 
England, work as expected. 
The Hawley Tropper, which 


produced in this country which is 
geared to the facts of life and not 
to a cenception of covered wagon 
days, will make its bow in Florida 


and California during the tourist sea- | 


son about to begin. With style lead- 
ers nattily and comfortably clad in 
tropic attire, set off by the Hawley 


Tropper, the company expects the 
tide to sweep north, so that when | 
Derby Day arrives in Louisville, re- 


vealing the decisions of the makers 


of male styles, the Tropper will out: | 


number all rivals in the hat field. 


As a matter of fact, the Hawley 


|Tropper has already 


acceptance, it is said. 


gained public|tropical helment would find a cor- 
Inexpensive | dial reception in this country. 


His 


models were sold by the million for | World's Fair experience confirmed 
premiums for exhibitors at A Cen-|this suspicion and put him in the 


helmets proved their worth under the | 


hot sun which beat down on the lake 
front during the summer. Popular- 
ity of the new hats 
Hawley Products Company that the 
hatless fad was born of youth's re- 
volt against headwear which failed 
to meet 1934 specifications and that 
it will end with general adoption 
of the Tropper. 
An interesting 
that one of the chief 
the Hawley Products Company is 
Jess Hawley, noted Dartmouth foot- 


personal note is 


ball coach. Mr. Hawley’s contacts 
with sportsmen all over the world 
gave birth to the idea that the 


asieyr 
‘ - al si Sea 
ee eee 


MEET THE MAN 


WHO WILL SIT IN THIS CHAIR TONIGHT 


We can’t give you a photograph of every reader 
of the magazines of The Detective Group but from 
what we actually know about them we can build 
a word picture of the man who will read True 


Detective Mysteries or Master Detective tonight. 


He is alert, active minded, of discriminating 


tastes, and is 40 years of age. He has attained 


economic success far above the average. His 


income provides for his family all of the neces- 


sities and a great 


many luxuries of life. His 


home is substantial and in the better neighbor- 


hood of an urban community. He has a car—a 


| 
| 


convineed the | 


Distribution for the Hawley Trop- 
per is proceeding apace, with hat 
jobbers enthusiastic over immediate 
sales and prospects for the future. 


| Sales will not be confined to exclu- 


| petitive line too aggressively. 


figures with | 


sive hat dealers, who are in some 
cases heavily committed on the orth- 
odox straw hat for 1935 and may 
therefore refuse to push the com- 
The 
Hawley Tropper, however, would be 
sold by all types of retailers, even 
hardware stores carrying the less 


|}expensive styles for beach wear. 


Sporting goods stores are stocking 
them heavily, both for beach wear 
and general sport purposes, while de- 


good one too. Bought since 1930. Fishing is his 


favorite recreation. In the evening he finds 


complete relaxation in one of the magazines 


of The Detective Group. 


This is the type of man who should be famil- 
iar with your product. Through The Detective 


Group you find him in his most receptive mood, 


at leisure and with business worries forgotten. 


There are more than a half million such 


substantial men who voluntarily purchase their 


copy of True Detective Mysteries or Master 


Detective each month. 


THE DETECTIVE GROUP 
GRAYBAR BUILDING, NEW YORK, N.Y. 


partment stores, extremely sensitiye 
to innovations which are likely to yp 
set merchandising practice, are re. 
ported to have extended a welcoming 
hand to the helmet. ’ 

The Hawley Products Company 
points out that there has been , 
quiet revolution in the clothing fielg 
in recent years, the demand for light 
weight clothing, shoes and other 
garb, extending to white Tuxedos, be. 
ing too insistent to be ignored. The 
only reasons why the tropical hel. 
met was not adopted for summer 
wear in this country, it asserts, are 
that the price of pith helmets wag 
beyond the pocketbook of the ayer. 
age citizen and that nothing was 
done to popularize it. 


Plan Magazine Copy 


The Tropper, a synthetic word im. 
plying coolness and style through 
adaptation of syllables from “tropic” 
and “topper,” will be advertised as 
the “air conditioned hat,” a phrase 
which takes advantage of intense 
public interest in this subject. Con. 
sumer copy will appear at the ap. 
propriate season in Collier’s, Esquire, 
Judge, Life, The Literary Digest, 
The New Yorker, The Saturday 
Evening Post, Time and Vanity 
Fair. Style editors are manifesting 
keen interest in the new hat and it 
will be given wide discussion in edi- 
torial columns. Newspaper schedules 
are incomplete. 

The advertising will assert that the 
Hawley Tropper is so efficiently in- 
sulated against the scorching rays of 
the sun that a 40 degree increase in 
temperature raises the temperature 
inside the hat only four dgrees. The 
helmet is made of Hawlite, a mate. 
rial said to compare favorably with 
pith in insulating qualities. 

“Full-floating” construction is a 
feature which the company believes 
will clinch its arguments. The 
crown is kept entirely free from con- 
tact with the head by this method, 
making air-conditioning a reality, and 
preventing “sweating through’ of 
the hat. Men who use any cosmetic 
on their hair will appreciate this fea- 
ture, which also makes the hat ad- 
justable to any head without any spe 
cial sizes. Dealers are also expected 
to rejoice over this innovation, 
which makes one small stock all they 
require. 

Prices of models now in produc: 
tion range from 25 cents to $1.50. 
A $3 Tropper will be available by 
summer, while a $5 model will be 
produced in small quantities. All of 
the better models are equipped with 
chin traps which add to the appear: 
ance when stretched across the front 
of the brim and hold the hat on se 
curely in the strongest wind when 
fastened under the chin. The hel 
met weighs only five ounces. 

The Tropper is being introduced 
to the trade through Apparel Arts, 
Men's Wear and Sporting Goods 
Dealer. McJunkin Advertising Com- 
pany, Chicago, is the agency. 


Lyman Retires from 


Chess & Wymond, Inc. 


H. A. Lyman, sales and advertising 
director of Chess & Wymond, Inc. 
whisky cooperage producer, Louis- 
ville, has left the company, due to 
illness. 

L. H. Wymond, Jr., son of a for: 
mer president of the company and 
brother of Wm. I. Wymond, present 
president, has taken charge of the 
sales department. 


Beerend Appointed S. P. M. 


Norbert C. Beerend, for 10 years 
a field representative for a national 
advertising agency, has been a> 
pointed sales promotion manager for 
the Western division of the Imperial 
Distillers Company, Detroit. His 
territory will include Illinois, W'* 
consin, Minnesota, Iowa, Colorado 
and the Pacific Coast, with head- 
quarters in Milwaukee. 


Agency for Distiller 
The Paragon Distilling Company, 
Cincinnati, has appointed Curtis W 
Van De Mark Advertising Agency ” 
place copy for Old Southerner whisky 
and Old Londoner gin. Southern and 
Western newspapers are being used. 


Standard Moves 


Standard Magazines, Inc., and al: 
filiated publishing companies have 
moved executive, advertising 40 


editorial offices to the 14th floor of 
22 W. 48th St., New York. 
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PALMER ADVERTISING SERVICE suggests almost a 
a new kind of advertising in its application of lithography ie 
to your sales requirements. wn 


103° IN LOUISVILLE BLIZZARD IN PENNSYLVANIA 


When “Bill” Deutsch gets a call from a customer, he takes care of it no mat- 


Russ” Palmer down from Chicago, break ter what the request. This time when serving his old customer, Larus & 
ing into Louisville—Hot on the streets— Brothers Company in Richmond, Virginia, he was called by the Hershey 

Chocolate Corporation in Hershey, Pennsylvania. He must be there Tuesday 
“Cold-turkey” calls — FLASH — The big and so he points his automobile north. No airplanes, trains off schedule. It 


happened to be the night of the big blizzard. “Bill” fought the storm all night 


idea for Frankfort Distilleries “Let's sell alone. His was probably the only car that completed such a trip that night. 


‘em an Irvin Cobb recipe book.” Action im- With copy for the new book okay, he bucked the drifts back to New York the 
: : : following day to get the job into the plant. Hershey and our other customers 
mediately all along the line—Cooperation all appreciate a determined personal service of this kind. 


along the line from Irvin S. Cobb, Young 


& Rubicam Agency, Frankfort Advertising . ; Me whole lormiy enjoy 


Department, the eastern and western offices | 
of Palmer Advertising Service and our . ' 
manufacturing division. Results, one of the i, . a PprobUCTS 


finest advertising booklets of the year. 


In addition to a big play in magazines and 


newspapers, Irvin S. Cobb window displays, 
counter cards and elevated posters feature 


the book so that this fine name has become 


associated with the Frankfort products. 


‘INDEX RECIPE BOOK. 


made. by FRANKFORI 


365 DAYS IN NEW YORK ART DEPT. FIREWORKS 


There must be a constant flow of ideas and fine artwork to keep a dynamic 


Behind our servicing of the ; ; 
group of representatives of this character supplied. Our customers number 


more spectacular type, we many of the largest advertisers in the country—our ideas must be best—our 
have the idea of patient, work must be carefully done. ‘John’ Palmer and his famous art crew keep 

2 things moving—There is a lot of ability in such men as “Irv” Olson, “Mac’”’ 
constant helpfulness, which, McDonald, “Pop” Segner, “Ray” Galvin, “Emil” Ekloff, “Deke” Elmiger, 


for instance. has taken “Bert” Yates and many others. These men learn the most exacting demands 
” ae ‘ of our customers and carry them through. We feel that anything is possible 
Long John Redington at when “Bill” wants it for Hershey, “Russ” demands a quick one for Frank- 


least once or more each day fort. or “John” for National Distillers. You too can obtain this service from us. 


for over a year into the 
offices of National Distil- 


lers. Our service here in 


| 


addition to creating and 
manufacturing large num- 
bers of fine window displays. 


etc. has included an inten- 
sive study of the liquor busi- 
ness in many states, so that 
our merchandising recom- 
mendations carry the weight 


of genuine experience. 


Leading executives send in Palmer Advertising Service coupons. Why not? We might just hit on that 

merchandising idea which you have overlooked. Send in this coupon and we will send you a Hershey 

book and an Irvin S. Cobb book. (We will make arrangements about the dime with Frankfort 
Distilleries). 


Sure, send along the Hershey and the Cobb Booklets. The attached letter describes 
AA 


Palmer Advertising Serv ice, Inc. our lithographic requirements: 
52 E. 19th St. New York Name of Company............ 
CE 4i.8¢636454~-4 Seer Tee, Te eT eee iARMEE one koon vase aitaqnam puis 
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“News-Week” Expands Morris Joins Agency 


News-Week, Inc., New York, has 


and is now occupying the entire 27th | Stewart-Jordan 
floor of the RKO Bldg. 


Company, 


eh oc: | y ; 
One picture may be worth a cor- ‘A 


t 
load of words—but one photo- > 
groph is worth a trainioad of oil Bs 


paintings, washd ings or crayon 


ketch to milli of readers 
whom you never can reach through 


ticti d 4 
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the more 
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VERYONE expects a Beetleware offer to do wonders 
to your sales curve. And Beetleware invariably 
lives up to expectations. 


For Beetleware has an extra sales appeal... because 
it comes in such gay colors, because it’s not glass, not 
china, not metal, but a new material that women just 
can't resist. Tumblers, dishes, toys, kitchen gadgets are 
all given fresh interest by the charm of this colorful 
new material. 


Follow the lead of Cocomalt, General Foods, Ovaltine. 
Send for our catalog, or for our salesman with his bag- 
ful of suggestions, many of them as yet unused. Take 
your choice of tops, whistles, butter measures, fudge 
cutters and loads of others. Or, if you wish, we'll make 
up your own idea. 


In either case, the cost will be insignificant compared 
with the results. 


Beetlewa 


BEETLEWARE DIVISION 


of American Cyanamid Company 


30 Rockefeller Plaza, New York City 


Herbert M. Morris, formerly with 
increased its office space by one-third, | Tracy-Parry Company, has joined the 
Philadel- | 
|phia agency, as an account executive. 


~ IN POPULATION 


RUTHRAUFF & RYAN - LORD & THOMAS - PEDLAR & RYAN 
PHELPS-ENGEL-PHELPS - N. W. AYER & SON 
J. WALTER THOMPSON CO. 


OFFER SO | KNEW YOU /~ ¢%/Mi 
a: 


re 


CITES CHANGES 


AREAS, BUYING 


| Washington, D. C., Dec. 6.—Revo- 
llutionary changes in buying habits 
jand standards of living and a host 
lof other important factors in mer- 
| chandising will be more accurately 
| evaluated by sales and advertising 
managers with the help of the forth- 
coming farm census, William Lane 
|Austin, director of the Bureau of 
|the Census, asserts. 
| “Farm population has apparently 
|risen to a higher point than ever be- 
fore,” the census head states, as an 
"example of the crying need for the 
|new census to obtain data on such 
| social and economic changes. 

Director Austin predicts that the 
new census, like the last two farm 
censuses, will bring to light a mass 
,of facts of inestimable vatue to 
|buyers and sellers and transporters 
of goods, planners and rerouters of 
‘traffic, those in charge of sales and 
advertising drives, and business men 
‘in general. 

Citing the tremendous changes 
that are constantly taking place in 
food habits and living conditions, 
Director Austin says: 

“Among the outstanding changes 
in the consuming habits of our peo- 
ple indicated by the past two cen- 
suses of agriculture, is the great 
increase in the amount of certain 
vegetables used, particularly during 
the winter months, and the in- 
creased use of fruits and nuts. 

“These changes are due in part 
to the new dietary information re- 
lating to the vitamins, particularly, 
}and in part, to rapid transportation 
direct from the farm. Increases 
|during the past decade are_ indi- 
cated also in the consumption of 
milk and eggs, both being important 


sources of vitamins. 
Population Is Shifting 

Vast changes are taking place in 
|population areas, the census direc- 
|tor notes: 
| “For a decade prior to the depres- 
;sion about two million more people 
|left the farms yearly than arrived 
}on farms. Most of these migrants 
were young people moving to the 
‘cities. But during the depression 
|this migration is believed to have 
|been reversed and there are sev- 
/eral million more young people now 


;on farms than there would have 
|been under pre-depression condi- 
| tions. 

| “Farm population in the United 


|States has apparently risen to a 
| higher point than ever before. The 
| population figures of the farm cen- 
sus will show the magnitude of this 
back-to-the-farm movement, where 
|the people have gone, what they are 
/doing, and whether the subdivision 
'of farms has as yet set in.” 

| Expected uses of the information, 
|the census director cited, are the 
planning ot decentralization of in- 
;dustry and part-time farming, and 
|the shift of land utilization as be- 
|tween the Great Plains region and 
the Eastern and Southern states. 


Ayer Transfers 


John W. Hansel 


John W. Hansel, for many years 
vice-president in charge of the Chi- 
| cago office of N. W. Ayer & Son, has 
| been transferred to headquarters at 
Philadelphia. 

He is succeeded as Chicago man- 
|}ager by Sterling E. Peacock, who has 
| been vice-president in charge of 
service. 


T. P. A. Celebrates 

The Technical Publicity Associa- 
|tion will have its annual gala cele- 
| bration at the Building Trades Club, 
New York, on 
Guests are requested to bring a 25- 
cent gift for the use of the associa- 
tion’s private Santa. 


Has “Old Timers’ Day” 
The Adcraft Club of Detroit will 
hold Ye Olde Tymer’s Daye Dee. 7, 


| Which is the 29th birthday of the 


Monday, Dec. 10. | 


‘club. 


Getting Personal 


Harold McNulty, chief art director at BBDO, is getting a little 
tired of all these fancy tales about people who shoot an incredible 
number of ducks. So he tells a duck story to end duck stories. Last 
week-end he fired three shots and killed four ducks, and he has the 
three empty shells to prove it... 

Ed Wilson (Mc-E) finally got a duck all by himself. In fact, he 
got six of them last week-end at Great South Bay... Bill Gardner, 
BBDO outdoor advertising expert, got his wish. It’s a little sister fer 
his two sons, and her name is Patricia. . . 


Larry Valenstein is feeling very envious of these agency execu 
tives who can manage a Sunday off now and then to go duck shoot- 
ing. He has been trying unsuccessfully all fall to get away just once, 
but, what with the rush of business, new domestic responsibilities and 
all, it just can’t be done... 

“Salvation by Lowestoft,” a short story in the current issue of the 
Saturday Evening Post, is by Aaron Davis, of Anderson, Davis and 
Platte. It's about antiques and Cape Cod, both of which are near the 
author’s heart. .. Tom Mahoney (Presbrey) issued a general invita- 
tion to luncheon with trimmings one day this week to celebrate the 
arrival of a son... 

When Jule Menghetti, Mathes artist, arrived at the agency De- 
cember 5, tired and excited after a sleepless night spent in waiting 
to welcome his first child, Dorothy, into the world, his considerate 
staff-mates entertained him at an impromptu nursery shower. The 
gifts picked up on hasty forays around the neighborhood ranged from 
lipstick to lace-trimmed diapers. . . 

The inadequacy of bachelor life was demonstrated to Frank 
Chance (E-W) last week when he won an uncooked turkey dinner 
for 14 people at a card party in Detroit. Frank elected to continue 
in single blessedness, however, and phoned a charity to call for the 
loot... . 

Three jolly ex-tars from Mathes, Jack MacManemin, Charlie Heal- 
slip and Warren Brooks, had a wonderful time at Philadelphia last 
week-end when Navy won from Army... 

The Kiwanis Club of New Haven, Conn., takes pride in its new 
president, who is none other than Oliver V. Ober, v. p. of United 
Advertising Corporation in charge of the New England division. This 
club, with a membership of 160, is one of the livest in the country... . 

Chester Bowles has agreed to serve as chairman of the adver- 
tising division of the Citizens Family Welfare Committee. . . Justin 
R. Weddell, manager of the European offices of E-W, is sojourning in 
New York. He will re-enter the London fog after the Holidays. . . 

Al Haase isn’t thinking about the reaction to the “Haase Report” 
this week. He is somewhere on a honeymoon with the former Alma 
Elizabeth Mullen, to whom he was married last Saturday at the home 
of |. W. Digges. . . 

F. H. Fitzgerald, director of Standard-Vacuum Oil Company in 
charge of lubrication sales, will retire this month. He joined the com- 
pany at the Toronto office in 1895 and spent 20 years of his period 
of service as representative in Bombay, India... . 

John Lawrence Johnston, Lambert president and the man Ameri- 
cans can thank for their gargling habit, thinks chiefly of horses out- 
side his long business hours. He ha8&S a farm in upstate New York 
devoted to their breeding. . . 

Lloyd D. Herrold, Northwestern’s professor of advertising, pre- 
ceded his agency work with a career as house-to-house salesman of 
aluminumware. He was good. .. Walter Painter, who arranges the 
entertainment features for the Chicago Dotted Line Club, has a way 
with fan dancers... 

Harry Einstein, advertising manager of the Kane Furniture 
Stores, of Boston, will be on the air with Eddie Cantor in the Pebeco 
program as Nick Parkyakakas, beginning February 3... Harry G. 
Stoddard, of the Worcester Telegram, is a director of the new Wor- 
cester County Trust Company... 

Leon H. Lewis, of Cruttenden & Eger, Chicago agency, is presi- 
dent of the National Poster Stamp Society, which was formed to 
assist in the collection and exchange of poster stamps. Suggestions 
are offered without charge to printers, lithographers and advertis- 
ee 

Winthrop L. Carter, new president of the New England Council, 
is head of the Nashua Gummed & Coated Paper Company and vice- 
president of Carter, Rice & Co., Boston paper merchants. . . Edward 
Lasker, son of A. D. Lasker, of Lord & Thomas, will marry Caral 
Gimbel, daughter of the Bernard Gimbels, of New York. Young Lasker 
is a chip off the old block, as indicated by his work for the New 
York office of L&T. . . 

Carl Weeks, president of the Armand Company, of Des Moines, 
has given his home, Salisbury House, to Drake University to be used 
as a college of fine arts. The Des Moines Sunday Register published 
a full description of the mansion, with rotogravure photographs. . . 

Sylvan Hoffman, New York business publisher, spoke on trade 
journalism November 28 at the school of journalism of Syracuse Uni- 
versity. . . Henry T. Claus, editor of the Boston Transcript, was host 
to the Tufts football squad December 5. Mr. Claus, a Tufts grad. 
couldn't overlook the fact that the eleven of °54 is unbeaten and 
untied. . . 


Friends of Nick Amos, Jr., national advertising manager of the 
Omaha Bee-Neiws, have been glad to learn that he is now rapidly con- 
valescing at his home following a recent operation for that popular 
ailment, appendicitis. . . 

Despite the Herculean efforts of John Jennings, the only one who 
seemed to be in the pink, the indoor baseball team representing 
Erwin, Wasey & Co. was defeated by the Underwood & Underwood 
club Monday night at the Tower Town Club, Chicago. . . 

Al Wile, of J. P. McKinney & Son, Chicago, has bought one of 
those almost-completed homes in Wilmette and is now in the throes 
of conferences with carpenters, plasterers, et al... 

Kellogg Patterson, of the Cincinnati Times-Star, who was a Cap- 
tain in the war, is spending his week-ends duck-hunting, reporting 
it is a pleasure to shoot at something which doesn’t blaze right 
back. . . 

Herb Hulsebus, of Stack-Goble, is gaining the reputation of be- 
ing the most industrious space buyer in Chicago, having assumed a 
number of other executive duties. .. 0. E. Davis, of Erwin, Wasey 


& Co., has turned impresario for the moment, assuming the task of 
providing the talent for the stag to be staged by the Art Directors’ 
Club of Chicago at the Lake Shore Athletic Club December 28. This 
is a delicate, but none too irksome, assignment... 
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Share this pleasure 
with your friends... 


As you read these pages has it occurred to you that many of 
your friends, business contacts and fellow workers would find 


them equally interesting and helpful as you do? 


Why, then, not make it a point this holiday season to share 
this pleasure by having ADVERTISING AGE sent to them 
each week during the coming year—reminding them for 52 


times of your friendship and good will. 


Surely you could not select a gift more acceptable for those 
engaged in advertising or sales promotion work—a practical 
gift that you know from your own experience will be valued 
and appreciated highly.—And one so easy for you to take 
care of. 

Write their names on the adjoining list —we shall advise them 
at your Gh vitih: a banditbil Chatiaioes Walder, tw Salk'ealie, with 
your name penned in, and mailed to arrive just before Christmas. 
The subscription will be started with the December 22 issue 
and continue for 52 weeks —all for $1.00 each, or 3 years 


(156 issues) for only $2.00. 


Let ADVERTISING AGE carry your message of good will 


this holiday season. 


Use the convenient order form, and to insure timely delivery 


make up your list now and mail to us today. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 South Dearborn Street 
CHICAGO 
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My CHRISTMAS LIST | 


ADVERTISING AGE, = 
537 S. Dearborn Street, - 
Chicago. | 


Send ADVERTISING AGE with my compliments to 
the following list for the terms as indicated: 


To. . _ Years = 

Address | 

To. . , _... Years . | r 
| 
a 

Address | 3 
| 

| a errr Tate, _ Years 

Address . 

Bs = ov odd ceded wow dt batt hee Years..... 

pT EE re ee a eee 

To . bia ae .  inreo eh Par Years. 

us uw acem oodiaths beer Oe eee 

em ip et ee Years... 

SEE AR Eee! Wr ere 

To. Pe TT eT Te, 

BI i gc reine ands banat inne 


Important Instructions 
Gift cards should read from: 


If any of the above duplicates a subscription— 


O Extend the subscription. O Advise me. 


Subscription rates: | Year $1.00; 3 Years $2.00 


O lenclose $...... for the entire order. 
0 | will remit $.. 


_ upon receipt of invoice. 
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Offers Latin Guide 


The Allied Publishing Company, 
Chicago, has just published its an- 
nual Advertisers’ Guide to Latin- 
American Markets, compiled for the 
use of advertising managers, sales 
managers, export managers, and oth- 
ers who want data on Latin-American 
mediums. 

Ad Film Elects 

Frederick K. Heyman, formerly 
with Gilbert Eliott & Co., has been 
made vice-president and treasurer of 
Advertising Film Associates, Inc., 
New York. Sumer W. Singer, for- 
merly with Hommann, Tarcher and 


Sheldon, Inc., has been made secre- 
tary. 


Cavelves Cc arnival Sold 


The Carefree Carnival, for many 
years a sastaining program on KOP, 
NBC’s major San Francisco outlet, 
has been sold to the Crazy Water 
Crystal Company. The program hour 
will be changed to Monday afternoon 
at 5:30. 


JL ORDER ADVERTIS 
MAIL FOLLOW-UP PERS 


Medical and other Mail Order Adver- 
tisers—-new idea in lowest priced 
“follow-up.” Cuts cost of mailings in 
half. Write for prices, samples. 


STAR-COURIER CO., Kewanee, Ill. 


Ideal for account execu- 
tives...2 room suites with 
very large rooms, serving 
pantries. Perfect for hold- 
ing conferences. The at- 
mosphere is conducive 
to good work. Splendid 
location, one minute from 
152 agencies. 

Daily rates for advertis- 
ing men from $3 single, $4 
double. By the month: 


two room suites from $115. 


HOTEL 
WINTHROP 


47th STREET AND LEXINGTON AVE. 
NEW YORK CITY 


A ROCER SMITH HOTEL 
SLE RATNER OTE MC 


CHANGES IN LAWS 
ACT AS BRAKE ON 
WET GOODS COPY 


(Continued from Page 1) 
cellent and we do not favor strict 
government supervision, being par- 
ticularly opposed to the clause in 
the proposed regulations which 
would require each distiller to sub- 
|mit advertisements for approval be- 
| fore they appear. 

“This does not seem to us a prac- 
tical measure and we feel that a 
more definite set of regulations laid 
down in advance would be advanta- 
geous for wine and liquor companies. 
We would also like to see a uniform 
advertising law for the different 
states, as the present set-up is com- 
plicated and expensive, requiring 
changes in illustration and copy in 
certain states.” 


Uncertainty Stops Advertising 


During discussion of regulations 
the consensus was clearly revealed 
that the wet goods advertisers, for 
the most part, are waiting to go 
ahead on a full seale until they can 
project long range plans on the ba- 
sis of permanent regulations. The 
form that the regulations will take 
is of secondary importance, so long 
as there is some assurance that they 
will be permanent. 

Some of the developments ex- 
pected in the near future include 
the use of smaller advertisements at 
more frequent intervals in news- 
papers, much greater use of radio, 
quick utilization of the outdoor and 
point-of-purchase mediums when and 
where available, and a big increase 
in magazine advertising. 

Regardless of restrictions and the 
limitations imposed by public opin- 
ion, copy will be more competitive 
and more stress will be put on en- 
couraging consumption. Many cam- 
paigns embodying these characteris- 
tics are already prepared. 

It is probable that cooperative 
advertising in all three divisions of 
the trade will be quite plentiful be- 
fore the end of 1935. Trails have 
already been blazed by the consis- 
tent advertising of the Italian and 
Hungarian wine associations. One 
domestic association of brewers and 
several organizations of vintners 
have set up machinery for coopera- 
tive advertising and formulated 
plans, and are now awaiting the new 
regulations. 

The brewers want permission to 
employ a variety of appeals, includ- 
ing health promotion copy. The 
vintners are anxious that new label- 
ing regulations be set up to prevent 
vintages inferior to their own from 
benefiting from their advertising 
investment. 


Sees Gradual Increase 


The most conservative forecast of 
advertising developments in the al- 
coholic beverage field in 1935 was 
made by the group head at the 
agency in charge of one of the 
largest wine and liquor accounts. 
His statement follows: 

“The volume of all liquor advertis- 
ing will probably be increased due 
to a probable expansion of the liquor 
market, because of a lowering of 
wholesale and retail prices and a 
lowering of taxes. Prices will be 
lowered only as taxes are lowered, 
and with lower prices the market 
should show an increase in con- 
sumption. 

“Advertising volume will also ex- 
pand because during the coming 
year new territories will be added 
to those now allowing the sale and 
advertising of liquor. 

“Copy objectives will be no dif- 
ferent in 1935 than in 1934, but will 
probably be more competitive in ap- 
peal, parallel a reported swing to 
blends and emphasize the aging of 
the product. There will also be a 
good deal more emphasis on the 
reputation of the advertiser. Adver- 
tising will concentrate on fewer 
brands. 

“There will undoubtedly be a con- 
tinued use of newspapers, maga- 


TYPIFIES TREND 
**WEIGH-HO Fe the Toast of 


SIR FRANCIS DRAKE 


BOTTOMS UP! 


BECAUSE ITS GOOD WHISKY 


ee ey at ty et te ew ee 
RTS FORMAN Lee Leet, Se 


The new newspaper series for 

Brown-Forman Distillery Company, 

Louisville, featuring romantic, 

heroic and convivial figures in his- 

tory, is typical of advanced trends 
in liquor copy. 


zines and, to a lesser extent, trade 
papers. The only new development 
will be the use of radio, and, when 
this is permitted, there will prob- 
ably be a rush of advertisers for 
this medium. 

“Further, as some of the mediums 


having the widest circulation let 
down the bars on liquor advertising, 
these will be included at the pos- 
sible expense of mediums having a 
somewhat smaller circulation. 
“Representativeness of a medium 
as to the income and sophistication 
of its readers will play a large part 
in determining the use of such pub- 
lications, for the purchase of me- 
diums will probably be on a more 
selective basis than heretofore.” 


Kellogg Picture 
Offer Exploits 
Royal Nuptials 


London, Dec. 1.—The Kellogg Com- 
pany of Great Britain, Ltd., has 
achieved a scoop that will go down 
in merchandising history, through its 
exploitation of the recent royal wed- 
ding. 

In conjunction with the London 
Daily Mail, the Kellogg Company 
secured special permission to feature 
an exclusive photograph of the actual 
wedding ceremony of Prince George 
and Princess Marina, taken inside 
Westminster Abbey. 

The reproduction of the photograph 
covered almost the entire front page 


of yesterday’s issue of the Daily Mail, 


together with the cereal company’s 
offer to send free to anyone in Great 
Britain a beautiful photogravure re. 
production of the wedding scene, 12, 
15 inches, in exchange for two pack. 
age tops from any of the Kellogg 
cereals. 

It was the first time in the history 
of the Daily Mail that the front page 
had been devoted to a news photo 
graphic offer of this character. The 
newspaper rushed pictures direct 
from the wedding scene back to their 
offices for Kellogg’s approval, and 
then rushed prints by airplane to 
Manchester, for their northern edi. 
tion. The Kellogg Company’s unique 
offer reached the breakfast tables of 
more than two million British fam. 
ilies. 

N. W. Ayer & Son, Inc., handles 
the Kellogg account. 


Rum to Doremus 


A. & G. J. Caldwell, Inc., New. 
buryport, Mass., distiller of Cald. 
well’s rum for cocktails and Old New. 
buryport brand rum, have appointed 
Doremus & Co., Boston, to direct ad. 
vertising and publicity. 


Parsons With NBC 


Willis B. Parsons, formerly with 
the Robert E. Ramsay Organization, 
Inc., has been appointed to the sales 
promotion staff of the Nationa) 
Broadcasting Company, New York. 


—==- 


PORTLAND offers 


preferred national market in Summer. 


into Portland for the Winter. 
Maine’s FIFTY MILLION DOLLAR vacation business. 


distribution is planned in Winter. 


PURITAN 


Congress Building 


The NEW Scientifically Redeveloped 


They all can afford to buy your product. 


PORTLAND'S 


A NATIONAL MARKET IN SUMMER 


Over one million people each Summer visit Maine’s Vacation Land. 
They come from every state in the Union. 
travel. 


They all can afford to 
Portland is a 


A SUMMER MARKET IN WINTER 


Hundreds of the Hosts and Hostesses of Maine’s vacation guests move 
Then are the plans completed for 


Summer 


Include PORTLAND in your marketing plans— 
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ADVERTISING AGE 


RETRIAL ORDERED 
IN FARM PAPER'S 
ANTI-TRUST SUIT 


(Continued from Page 1) 

ago, involves a charge of violation of 
the Sherman Anti-Trust Act and a 
suit for damages by the Indiana 
Farmers Guide, on the theory that 
the combination rate of the Midwest 
Farm Paper Unit is lower than that 
for individual papers in the group, 
and that therefore much advertising 
has been diverted from Indiana 
Farmers Guide to the Indiana edition 
if Prairie Farmer. 

While the decision of the Supreme 
Court specifically refrained from dis- 
cussing the merits of the case, inso- 
far aS a violation of the Sherman 
Anti-Trust Law is concerned, it dwelt 
at length with the possibility that 
advertising is interstate commerce. 


Maintains Open Mind 


“We intimate no opinion whether, 
upon the question of restraint or 
monopoly or upon the question of 
injury to petitioner or its business, 
the evidence is sufficient to warrant 


a verdict in its favor,” the court said, 
but it went on to review at some 
length the allegations made relative 
to such violations in connection with 
advertising. 


In the court’s view, “commercial 
advertisements” only are involved in 
the present case, and “most of the 
advertisers are located in states 
other than those in which the papers 
are published.” 


“About 90 per cent of petitioner’s 
advertisements come from points out- 
side Indiana, and are obtained by 
correspondence, traveling solicitors, 
and representatives located in dif- 
ferent parts of the country,” the de- 
cision went on. “Advertisers, in or- 
der to enable petitioner to print their 
advertisements as desired, send to it 
from outside Indiana _ electrotypes 
which, after being used, are returned 
to the advertiser or held subject to 
his order.” 


After noting that the contract com- 
bination rate for the defendant unit 
was lower for the seven papers in- 
volved than for the same advertise- 
ment in any six of the seven, the 
court declared that the “petitioner 
contends that the ground upon which 
the district court directed the verdict 
was that its activities were not 
shown by the evidence to constitute 
interstate commerce.” 

On this essential point, the high 
court asserted that “the record is 


ambiguous,” saying that the respond- 
ents’ motion did not specify any 
grounds upon which they claimed to 
be entitled to the “peremptory in- 
struction.” 


Cites Previous Decision 


Reviewing the cases cited, the 
court intimated a possible future de 
cision when it declared: 


“The business that is here alleged 
to have been damaged is the publica- 
tion and circulation of these farm 
papers. That business includes the 
obtaining of advertising, the trans- 
portation between states of electro- 
types sent respectively to petitioner 
and respondents by their customers to 
be used in setting up advertisements, 
and the transportation of substantial 
quantities of the papers in interstate 
commerce. 


“Advertising at compensatory rates 
is an essential element. The opinion 
in Blumenstock Bros. vs. Curtis Pub- 
lishing Company, supra, assumed 
that a publishing business such as 
that now under consideration would 
amount to interstate commerce.” 

At this point the Supreme Court 
noted that “there is no ground for 
the contention that the evidence in 
this case is not sufficient to go to the 
jury on the question of interstate 
commerce.” 

Competent opinion on the decision 
here is that the Supreme Court has 


193803 Streamlined 
SALES OPPORTUNITIES 


A completed traffic study of Portland allows the 
PURITAN ADVERTISING COMPANY to offer: 


A Redeveloped Poster Plant 


@ Coverage insured by new traffie flow study. 


@ Showings timed to reach customers on their 
way to market. 


@ = Eliminated waste in circulation. 


@ Poster locations to reach trading centers. 


Use PURITAN’S 1935 Poster Plant to insure 
effective circulation for your advertising. 


PORTLAND. 


J|ADVERTISING CO. 


MAINE 
Poster Plant in Maine QURXRGWT 


thus revealed an open mind on the 
question as to whether or not adver- 
tising is interstate commerce, and 
that the contention that it is not such 
commerce must be proven or dis- 
proven in the district court. 


President of | 
Booth Dailies | 


Dies Suddenly 


Grand Rapids, Mich., Dec. 5.—A 
heart attack, sustained at Chandler- 
ville, Ill., whither he had gone on a/| 
hunting expedition, proved fatal to| 
Charles M. Greenway, 66, president 
of Booth Newspapers, Inc., Dec. 1. 
Though born in England, Mr. Green- 
Way made rapid progress in the 
American newspaper field, and was 
elected president of the Booth or- 
ganization, publishing eight Michi- 
gan dailies, in 1932, 

Mr. Greenway was taken to Canada 
as a youth of 12, but after receiving 
his education in London, Ont., be- 
came cashier for the old Grand Rap- 


ids Evening Press in 1893. He ad- 
vanced rapidly, and was assistant 


general manager of the Press when 
it was purchased by the Booth in- 
terests. 

In 1910, he was transferred to| 
Saginaw as publisher of the Evening | 
News. Two years later, he also as- 
sumed charge of the Flint Journal. 
When Booth Newspapers, Inc., was 
formed, he was named vice-president. 
Ill health forced a temporary cessa- 
tion of his activities in 1917, but he 
soon returned to the organization as 
vice-president, with headquarters in 
Detroit. 


Is Named President 


At the death of Edmund W. Booth 
in 1927, Mr. Greenway came to this 
city as editor and manager of the 
Press and in 1932 was elected to the 
presidency of the chain. This pro- 
motion filled the gap created by the 
death of Ralph Harmon Booth, who 
died in 1931 while serving as United 
States minister to Denmark. 

Mr. Greenway was an ardent out- 
doorsman and a lover of flowers. His 
gardens in Grand Rapids were one 
of the city’s show places. 

Other newspapers in the Booth 
chain are the Bay City Times, Ann 
Arbor News, Jackson Citizen-Patriot, 
Kalamazoo Gazette and Muskegon 
Chronicle. 


Myers Names Gotham; 


Peebles Joins Agency 


Fred L. Myers & Son, Myers’ Ja- 
maica rum, Kingston, Jamaica, have 
appointed Gotham Advertising Com- 
pany, New York. G. Ellsworth Har- 
ris, Jr., vice-president, is account ex- 
ecutive. 

Robert K. Peebles, formerly with 
Badger & Browning & Hersey, Inc., 
has joined the Gotham agency as 
account executive. 


“‘Market Review” Starts 


An illustrated weekly business pa- 
per, Western Market Review, will 
start publication early in 1935 at 
1529 Capitol Bldg., Chicago. A San 


General Glass Appoints 


L. A. Lummis, Eastern manager of 
the General Glass Corporation, has 


appointed Craven & Hedrick, New 


York, to handle its Eastern advertis- 
ing. Trade papers will be used. 


These 22 
Catholic Weekly 
Newspapers 
Will Accept 
Liquor 
Advertisements 


Catholic Union & Times, Buffalo, N. Y. 
Catholic Courier, Rochester, N. Y. 
Catholic Sun, Syracuse, N. Y. 

Providence Visitor, Providence, R. I. 
The Pilot. Boston, Mas 
Catholic Messenger, Worcester, Mass. 
Catholie Observer, Pittsburgh, Pa. 
Baltimore Catholic Review, Baltimore, Md. 
Michigan Catholic, Detroit, Mich. 
New World, Chicago, Ill. 
Western Catholic, Quincy, TM. 

1e Messenger. Belleville, Ill. 
Catholic Columbian, Columbus, Ohlo. 
Catholic Telegraph, Cincinnati, Ohio. 
Indiana Catholic & Record, Indianapolis, Ind 
Catholic Herald, Milwaukee, Wis. 
Catholic Herald, St. Louis, Mo 


Catholic Action of the South, New Orleans, La 
prisons Catholic Herald, Tucson, Ariz. 
The Tidings, Los Angeles, Cal 


The tent San Francisco, Cal. 
Catholic Northwest Progress, Seattle, Wash. 


For further information write or phone 


CALLAHAN’S LIST OF 
CATHOLIC WEEKLY NEWSPAPERS 
51 Chambers Street 


New York City 
Telephone: BArclay 7-6384 


Attendance 80,000-90,000 
Program sale 50,000 


ROSE BOWL 
FOOTBALL CLASSIC 


Stanford University will pub- 
lish a beautiful souvenir pro- 
gram in four colors. For 
advertising reservations write 


George T. Hopewell. Representative 
415 Lexington Ave., N. Y. C. 
Tel. MUrrayHill 2-1647 


Francisco office is at 227 Bourn Bldg. 


APID‘S CELEB. 
ER 


R 
RIE S! | Gertrude 


, ~ Stein might do 
us an ad. Our apologies, Miss Stein.) 


Rapid Copy does a 
swell, does a swell, does 
a swell job. And does 
it fast, fast, fast, too. 


Yowsa! 


& 
PHOTOSTATS 


KAPID COPY “SERVICE E 


{ Vanderbilt 3-3680 
New York) For all branches 
Cleveland: aan 
tate 
Chicago | 320 Soao-1 


Wines & Spirits- 


___(GQiterchandising,)) —- 


Reader Interest Becomes 
bs ~ Reader Habit 


1 seneepenne 


INES & SPIRITS 


is like Advertising Age to the advertising man. 

month out the package store dealers have devoured the con- 
tents of this publication to guide them in their merchandising. 
Wines & Spirits Merchandising has been the only magazine written 
exclusively for the off-premise liquor store. 

Month in and month out this magazine has been the package 
store dealer's text book—his stand-by. 
reader interest and reader habit there can be no competition. 

Wines & Spirits Merchandising does not attempt to straddle the 
retail field, with resultant waste. 


LOU MURRAY PUBLICATIONS, INC. 
125 East 46th Street 


MERCHANDISING to the package store 
Month in and 


Hence, when it comes to 


New York City 
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ADVERTISING AGE 


December 8, 1934 


Says Consumers 
Want Regulation 
Of Advertising 


New York, Dec. 7.—One-third of all 
people interviewed in a test study of 


consumer attitudes toward advertis- | 


ing favored its replacement by gov- 
ernment bulletins, while two-thirds 
expressed a desire for government 
control of advertising. 

Pauline Arnold, vice-president of 


America, revealed these findings in 
ay address before the Sales Execu- 
tives Club at its weekly luncheon 
yesterday. 

The study was 


developed along 


It 


| psychological lines and utilized a new 
approach to an analysis of public at- 
titudes toward advertising. 


to their profession, 


The highest possible favorable score | 
was a plus 28, Miss Arnold told. 
the Market Research Corporation of | vertising people rated a score of 14.1 
Several different groups were 
housewives, 

magazines, and | 


| points. 
studied, 


le 
| farmers. 


including 
secribers to women’s 


Included 


is interesting to | older 
note, however, that the people en-| advertising received much higher rat- 
gaged in advertising, used for pur-|ing than informativeness. 

poses of comparison in this study, | 
scored only about 50 per cent loyalty 


Ad- 


| 


toward the _ positive 
people were found to 
critical of advertising 
persons. 


| heavily 


A. pa ae Reclane 


has resigned. 


subs Two Hotels Appoint 
Fla., and 
Curtis Hotel, Lennox, Mass., have ap- 


Fountain Inn, Eustis, 


magazine readers, housewives and | 
Iowa farmers was plus 3.6, showing | 
that the general public, as a group, 
among those who shared the unfavor-|is not on the negative side but that _manufacture an American grenadine, 
able opinion about advertising were! it does not, 
|; persons directly connected with it. 
General attitudes toward advertis-| Younger 
}ing, Miss Arnold said, were on the | more 
favorable side. 


on the other hand, lean | has 
side. 
be | York, and expects to use trade papers 
than | and magazines. 


Trustworthiness in 


Arnold Dreyfuss, for the past two 
years in charge of the New York of- 
fice of W. L. Stensgaard & Associates, 


eet 


Appoints Rankin 


The Normandie Grenadine Corpora- 
tion, New York, recently formed to 


| placed its advertising account 
| with Wm. H. Rankin Company, New 


° 
Maxon Re-Appointed 

Maxon, Inc., New York, has been 
re-appointed as advertising agency 
for Cammeyer shoes, with Irwin A. 
Vladimir as account executive, ac- 
cording to I. J. Davis, Cammeyer 
general manager. 


Shoe Chain Appoints 
Hirshon-Garfield, Ine., New York, 
|has been appointed by London Char- 
‘acter Shoes, Inc., retail shoe chain 


The average score developed for the! pointed Craven & Hedrick, New York.’ with main offices in New York. 


} The Kraft Spectacular on Chicago’s 
Outer Drive 


FEDERAL 
SPECTACULARS 


KRAFT 


2 


The Kraft Spectacular on Chicago’s 
North Side 


@ Long represented on Chicago's ‘Skyline of Signs” by three Federal 


electric Spectaculars—one erected at “Michigan avenue and the bridge,” a second on Chi- 


cago’s heavily traveled Outer Drive, and a third on Chicago’s north side—Kraft has proved 


to its own satisfaction—by experience—the value of this form of advertising. 


@ Once again, therefore, a leading national advertiser lends an emphatic “yes” to the ques- 


tion, “Do Federal Spectaculars pay?” 


And once again a leading national advertiser insures 


the maximum returns on its other forms of advertising in the Chicago metropolitan area by 


reminding people—while they are on the buying path—of the desire created by other forms 


of Kraft advertising. 


@ Spectacular advertising in 


metropolitan 


centers 


has 


long since proved its value 


in any national advertising 


program directed to the con- 
sumer. Night and day spec- 


taculars drive home advertis- 


ing messages to the buying 


° Kraft at 
+ ee 


facture, 


‘“‘Michigan Avenue and the 


Bridge.’ 


public — provide continuous 
advertising for the advertiser. 


@ Federal Electric is ade- 
quately equipped to manu- 


erect and service 


one or more spectaculars for 
you in any city. 


FEDERAL ELECTRIC COMPANY, INC. 


225 
MORE 
VILLE 


Subsidiaries: 


DALLAS 
MINNEAPOLIS 
FEDERAL BRILLIANT CO., St. Louis and Kansas City, Mo. 
CLAUDE NEON FEDERAL CO., SOUTHWEST, Oklahoma City, Okla.: Tulsa, Okla.; Witchita, Kansas 


Avenue, 
DULUTH 


Chicago, 


HOUSTON INDIAN 
NEW ORLEANS PHIL 


ro Bed 
ADELPHIA 


Claude Neon Federal Company 


North Michigan 


CINCINNATI 
MILWAUKEE 


Illinois 


OLIS LEXINGTO 
U 


Sess FE 


rz 


Street Traffic. 
Research Work 
To Be Extended 


New York, Dec. 6.—Advertisers 
generally will be provided with a 
new measuring stick to gauge the ex. 
penditure of advertising and selling 
effort, which will take the form of a 
general report to be issued by the 
Bureau for Street Traffic Research of 
Harvard University following com. 
pletion of the first year’s work for a 
small group of underwriters. 

Five sponsors already accepted 
reached the decision to make public 
results of their program that are of 
general interest at a meeting follow. 
ing the convention of the Association 
of National Advertisers last month. 


Study Sales Potentials 


Three trustees, Robert J. Flood, 
Gulf Refining Company, Pittsburgh, 
Turner Jones, Coca-Cola Company, 
Wilmington, Del., and Albert E£, 


Haase, executive adviser, have been 
given the responsibility for collecting 
and disbursing funds for the 1925 
program. Later a technical advisory 
committee, to be drawn from _ par- 
ticipants in the work, will be created 

The principle that the sales poten- 
tials of retail outlets can be deter- 
mined by traffic analysis, the basis of 
the new research activity, has been 
proved by the Traffic Audit Bureau, 
which evaluates poster locations with 
respect to circulations. The ma- 
chinery of the T. A. B. will be uti- 
lized for the new traffic studies. 

The work will begin as soon as two 
or three additional sponsors have 
been accepted. It is planned to cover 
from 15 to 20 major markets the first 
year. 

The report to be published at the 
end ot the year will not include 
specialized and confidential informa. 
tion transmitted privately to each 
participant during the course of the 
work. Its purpose will be to spread 
information to prove to business that 
it is worth while to establish a na 
tionwide system of machinery to de- 
fine trading areas and to measure 
retail sales potentials in any given 
trading area. 


Motion Picture 
Unit Sold to 
Fawcett Group 


New York, Dec. 6. Capt. Roscoe 
Fawcett, general manager of Fawcett 
Publications, announced the purchase 
of Motion Picture Publications, Inc., 
this week. Two more magazines are 
thereby added to the Fawcett screen 
group. 

Motion Picture Publications pub- 
lished Motion Picture Magazine, 
started in 1911, and Movie Classic. 
Fawcett Publications’ screen maga- 
zines are Hollywood, Screen Play and 
Screen Book. 

It is reported that the newly ac- 
quired magazines will continue to be 
operated by a separate organization 
as before. 


Public Service Calls 
R. L. Johnson of “Time” 


Robert L. Johnson, vice-president 
of Time, Inc., has been given a year’s 
leave of absence to accept appoint- 
ment as relief administrator for 
Pennsylvania. He will take up his 
new duties Dec. 15 at Harrisburg. 

No changes in the organization are 
contemplated as a result of Mr. Jolin- 
son’s absence. Howard Black, adver’: 
tising manager of Time, will substi- 
tute for Mr. Johnson. 


Cine-Mundial Celebrates 

With its January issue now out. 
Cine-Mundial, motion picture maga- 
zine edited in America but circulat- 
ing in Spanish and Portuguese speak- 
ing countries, celebrates its twentieth 
anniversary. 


Universal to Tyson 
Universal Steel Company, Bridge- 
Ville, Pa., has appointed O. S. Tyson 
& Co., New York. Business papers 
and direct mail will be used. 
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MAKES CREAM FROM MILK AND BUTTER TRADE EXPERIENCES SPECIAL PACKAGE DRESSES UP MUSTARD 


eee come 


When Johnny Morris, who, you Stree: |r e Duich-Lunch- 
will recall, works for a cigarette ; At Rear esate f: ~| <Mustard 
manufacturer, visited Syracuse re- nv: geeong! prmbeee _ yon ne 
cently, he was promptly introduced Oo re “= -- 
to the Shefford Chef, who works — ie = 


equally hard for a cheese maker. 


S -Mustard 
POPULAR TOPIC —— 


Glass container developed for James H. Forbes Tea & Coffee Com- 
pany, St. Louis, by Hazel-Atlas Glass Company. Photograph by 
Underwood & Underwood. 


a eee 
rs een X 4 z : i 


The housewife has another gadget to play with now that Club 
Aluminum Products Company has introduced this Cream Maker 
machine for home use. 


PEGASUS DOMINATES SOUTHERN SKIES 


TC /_ 6[(hwCoColUOC 


NEW ADDITIONS TO PIONEER RE-USE PACKAGES 


That washroom theme which has 
appeared recently in several gaso- 
line advertisements broke into 
print again last week when Humble 
Oil & Refining Company ran this 
copy in Southern dailies. 


NEW GULF GASOLINE 


Announcing 
GULF NO-NOX ETHYL 


ow : 
AVIATION GRADE 


GASOLINE 
with 6 points of superiority 
and at NO INCREASE IN COST 


TO ALL NEW CAR OWNERS, BOTH PRESENT AND PUTURE...NOTICEN 
CHEVROUET AUTOMOBILES PoRD auTOmoeHas PUTMONTH AU TOREUBILES 
cere 


===) GULF REFINING COMPANY 


at Mater of hee GOOD GULP GASOLINE AND MOTOR O118 


Large size newspaper space is an- 
Some of the 1934 editions of re-use containers now being used for nouncing the new Gulf aviation 
the products of Pioneer Suspender Company, Philadelphia. grade gasoline. 


RAILROAD BECOMES AFFLICTED WITH COMIC STRIP FEVER 


A.DAYLEY RYDER TRIES DRIVING TO THE OFFICE 


==] DAVLEY, | PLANNED, WHATCHER DOIN) i .. AN’ I SUPPOSE) GS STICK TO YOUR WE MISSED YOU ON THE 
pide yey THE SHADOW WALTZ ——_} You THINK MY SIDE OF THE TRAIN, DAYLEY, HOW'D ou den coment Neco het 
: 41, BUDOY | |HAIR IS GREEN , YOU GET IN?. .WALK? prolipeay cP omg had cop orf 
b-G | L LOOK WHERE morning sod late afieraces. It's « 
sh i Be ZS \YERE HEADIN’ comty tas fo eee 
(oy WAYS... 20d take from as, your 


of them will just St your purpose 


v 


HE MUST So. seen * ; REA S 
HAVE COME RAILWAY - —— — — — 
a (—~ Seancuaye ileal Columbia Refining Company, New York, is about to introduce this 
unusual anti-tarnishing aid. It is not a cream or lacquer, and it is said 
Decidedly unusual seven-column newspaper advertisement for the Reading Railway System which appeared to prevent tarnishing by absorbing tarnishing-causing gases from 


in newspapers in suburban towns in Pennsylvania. It aims to turn drivers into commuters. the air. It will be merchandised through jewelry outlets. 
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